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@ The 1935 line of Apex Electric 
Refrigerators includes models of 
exceptional beauty for every type 
of home. Apex prices invite com- 
parison. And comparison always 
will prove the greater dollar value 
of an Apex. Generous discounts 
permit profitable promotion on 
the part of the Apex dealer .. 
Strategically located warehouses 
eliminate the necessity of dealers 
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carrying large stocks. This hastens 
turn-over. Increases net profits. 
More than 2,500,000 Apex ap- 
pliances in use provide adequate 
proof of Apex performance. 
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OTHER APEX FEATURES 
Pres-Toe Door Opener, Indirect Interior Light- 
ing, Lattice- Type Shelves, Dairy Rack, Portable 
Service Tray, Large Vegetable Crisper, Heavy 
Glass Defrosting Tray, Hinged Lower Shelf. 
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APEX ROTAREX 


MANUFACTURING CO. 
Oakland, California 


COMPANY, LTD. 
Mentreal, P. Q. 


APEX ROTAREX CORPORATION 
Cleveland, Ohio 
Subsidiary of The Apex Electrical Manufacturing Company 
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The 
erchandising Month 


WASHERS 


HANKS to the newly inau- 

gurated policy of the Ameri- 

can Washing Machine Associ- 
ation we can now see a monthly break- 
down of the sales by price classes for 
washers and ironers. The January, 
February figures make instructive 
reading. For the two months 35.2 per 
cent of electric washer units re- 
tailed at an average of $44.31; 39.4 
per cent averaged $62.76 and 25.4 
per cent of the unit volume averaged 
$95.76 at retail value. 

This higher bracket accounted for 
37.5 per cent of the total dollar sales. 
Also note that both months show unit 
increases over last year, that February 
increased over January and that prices 
shifted slightly lower from January 
to February. 

Statistics can be read in a variety 
of ways and may be used to prove a 
variety of things. But these figures 
help clear up some important and 
much debated points. They tend to 
show for one that while bait prices 
are still exerting an unwholesome pres- 
sure, washers in the lowest price class 
do not constitute a major part of the 
business. Armed with this fact it is 
safer for the merchant to cease featur- 
ing price or to disregard these low 
levels altogether. 

Nearly two-thirds of the total sales 
are at levels where profits are made. 
Buyers not only want beiter washing 
machines, they are putting down the 
money for them. Four purchasers out 
of ten are buying a washer at over 
sixty dollars, and one out of four is 
paying ninety-five dollars plus. That 
is a fact for merchants to pin on the 
wall and for their salesmen to paste 
in their hats. 


FINANCE 


[\ various articles on financing of 
time paper for the dealer, we have 
stressed the fact that it is not only 


the price and the terms, but the avail- 
ability of financing accommodation 
that presents the biggest problem to 
the small retailer of appliances. It is 
idle to talk about how much the in- 
terest charges amount to if the dealer 
finds himself unable, due to limited 
capital, to finance such sales as he is 
capable of making. 

A striking example of the truth of 
this contention is contained in the ex- 
perience of the Niagara-Hudson Sys- 
tem—specifically in the area served by 
the Buffalo General Electric Compa- 
ny. Something over a year ago they 
put into effect an agreement with one 
of the big finance companies whereby 
they guaranteed dealer’s paper and 
provided a collection service for their 
accounts. contingent liability lay 
with the dealer and the service charges 
were not much lower than those ex- 
tended by the finance house to larger 
merchants, but the fact remained that 
Buffalo dealers were given the oppor- 
tunity to finance all their instalment 
paper. 

A checkup was made on 72 dealers 
to whom the service had been made 
available during the year. The results, 
according to Merrill Skinner, chair- 
man of the merchandise sales commit- 
tee of the company, showed conclu- 
sively that considerable business had 
resulted that would have been lost 
had the financing accommodation been 


Specifically, he asked the finance 
house to independently pass on the fi- 
nancial rating and credit of the 72 
dealers with a view to ascertaining 
how many of them would rate busi- 
ness dealings with the company. The 
report of the house showed 
that they would not have passed the 
credit of 48 of the 72 — 
were rated “no good”; that 22 of 
them would be given “limited” credit 
rating; and that only two 
would be good for unlimited credit. 

That was what Mr. Skinner want- 
ed to know. Because his records over 
the past year showed that out of 
$249,000 worth of instalment paper 


assets besides a second hand 
enabled to start in business modestly 


that had been financed through their 


Economy Purchase Plan that $52,000 


worth of it had been bought from the 
group of 48 dealers classified as “no 


good.” Thirteen of the 22 dealers 


classified as “limited” credit rating 


had done an additional $100,000 to 
make up a total of $152,000 business 


that would not have existed had not 


the financing accommodation been 
available. 
One dealer who had absolutely no 


car, was 


and, because the utility had made the 
financing available, was able to turn 


over more than $10,000 worth of pa- 


per in his first year. He is now on the 
way to becoming a strong and well 
equipped merchant. 

The plan has been so satisfactory 
that it is being put into effect in Syr- 
acuse and Albany and other territories 
of the Niagara-Hudson System. 


LIFT-TOPS 


OME very hard study of market- 
ing to low income groups is being 
made by utilities. The minimum bill 
customer is one of their headaches 
and the only remedy is to sell or rent 
appliances that will make this class 


of consumer break even on the cost 


of serving them. It looks as if the 
lift-top refrigerator wili be actively 
merchandised for this purpose. Sold 
on long terms by some companies, 
rented by some others, it may provide 
the answer for the companies and raise 
the standard of health and comfort 


in the bottom income brackets. If these 


promotions are successful they will 
also extend the market for the dealer, 
completing a chain of .benefits with 
nobody left out but the ice man. 
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NATIONALLY ADVERTISED 


SPEAR & CO. 
- Pittsburgh, Pa. 

“ = profitable to promote products 
¢ that are nationally advertised, 

according to A.J. Buzzard, manager of 
Spear’s Electrical Appliance Department. 
For this reason Spear’s has become noted for 
its aggressive promotion of nationally advertised 
washers, radios, refrigerators, ironers, cleaners. 








































Syosr’s of Pittsburgh find it more 


Lovell’s National Advertising is based on faith in 
the future of the electric washer industry. A sincere 
' desire to increase the sale of better types of washers. 
And the firm belief that the Lovell Wringer offers 
the most satisfactory means of extracting water, 
soap, and loosened particles of dirt from clothing. 


More than fifty years’ experience in the manufac- 
ture of clothes wringers has convinced Lovell that 
most women prefer to have their washing done at 
home under their own critical supervision. And 
the millions of Lovell Wringers in use seem con- 
clusive proof of the claim that the Lovell is pre- 
ferred by a great majority of women for the 
clothes wringing operation. 


Here are a few of Lovell’s claims to superiority: 
The sturdy, flexible structural steel frame. The 
hand-made laminated rolls with their unbreakable 
shafts. The oil-less wear-resisting bearings that 
can’t soil clothes. Selective, self-balancing pressure to 
accommodate varying thicknesses of clothing with- 
out injury to dainty fabrics. Never-failing safety 
release. And the conveyor feature that relieves 
the user of a large part of the lifting of heavy 
water-soaked garments from one tub to another. 


Meanwhile, in Lovell’s engineering laboratory 
the labor of experiment, test, proof and final 
adoption of practical improvements goes on 
unceasingly .. . to the end that Lovell may 
serve the industry in ever increasing measure. 
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Section of Attractive Electric Washer Display located on Mezzanine Floor of the Appliance 
Department of Spear & Company. Entire Display Consists of Approximately 35 Different Models 


STABLISHED in Pittsburgh in 1893, Spear and 
Company has grown to be one of the leading 


Furniture Stores in the United States. 
It is by far the largest serving Western 
Pennsylvania. The Company has sold 
Furniture, Rugs, Bedding and Ranges on 
a liberal Credit Plan since its inception. 
Electric Washers were added in 1923 and 
soon followed by other electrical goods. 
Appliances are now a major department. 


Within recent years, the Appliance 
Department has had to be enlarged three 
times to take care of the rapidly increas- 
ing business. Today the Department 
completely occupies an ultra-modern 
building of its own. This building adjoins 
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LOVELL EQUIPPED 
ELECTRIC WASHER 


SAVES CLOTHES 


SAVES ENERGY 
SAVES MONEY 


Spear’s Main Store and is connected with it by an 
archway on the ground floor. Spear’s Electrical 


Store is the largest and most beautiful 
of its kind in Pittsburgh .. . has its 
own spacious display windows and an 
exquisitely designed entrance, a distinct 
advantage Spear and Company feel. 


Not less than five expertly trained appli- 
ance salesmen are on duty in the store 
at all times. And as many as 75 men 
operating in groups of ten under crew 
managers have been employed on outside 
selling. The store is kept open 
until 9:00 P.M. on Monday and 
Saturday evenings. A. J. Buzzard 
is manager of the department. 
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Pvecrmcas KITCHEN EQUIPMENT...RANGES 





REFRIGERATORS ... MIXERS .. . are in 





greatest volume bought by families of mod- 
erate income. The limited budgets of these 
families will feel the strain of increased food 


prices. It is vitally important, therefore, to 





teach present owners and future prospects 
the story of dollar savings in food costs made 
possible by the full use of electrical kitchens. 
Here are some facts on these savings. The 


statements are fully tested and conservative. 





HE Brooking’s Institution of 
Washington is one of the 


leading economic research or- 
ganizations in the United States. It 
has just published a much discussed 


study of “America’s Capacity to Con- 

sume.” The book is an examination 

ot the division of the total income 

a n dq ot all the people of the United States 
among the various income groups, the 

character of the expenditures made 

by families at different income levels, 

ind the influence exerted upon spend- 

ing and saving by the incomes which 

people receive. | have been thinking 


lately that everyoody in the nation 
who has anything to sell ought to 
think much about the subject matter 


ot this book; specifically it seems to 
me that those interested in electrical 
merchandising ought to think much 
about how the average family spends 
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its income today and whether there 
are sound economic reasons for in- 
fluencing it to buy more electricity 
and more electrical merchandise than 
it does at present. 

There are three observations to 
which I would like to draw attention 
before I make some suggestions about 
how to influence the average family 
to increase its use of electrical mer- 
chandise and to increase its consump- 
tion of electricity. 

* * i 

Practically all of my friends know 
that I am much given to studying 
the use of electricity in the home. 
So they like to tell me all about their 
own adventures with my pet hobby. 
And as a result 1 have come to the 
conclusion that in an enormous num 
ber of homes in this country 

(1) There is a range which is used 


to only a small fraction of its capacity 
because the family buys canned soup 
instead of cooking it; buys preserves, 
relishes, jellies and canned goods of 
all kinds instead of “putting them 
up; buys bread, cakes, cookies and 
its confections instead of baking them ; 
buys all sorts of foods from break- 
fast cereals to cocoa, which need only 
to be heated and do not require much 
preparation and cooking; 

(2) There is a refrigerator smaller 
than could be profitably owned if 
the kitchen really produced its own 
foods ; 

(3) There is no efficient electrical 
mixer ; there isn’t enough cooking and 
baking being done to warrant buying 
and using one of the larger and more 
complete types ; 

(4) There is a washing machine 
and sometimes an ironer which is 
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used to only about half its capacity 
because part of the wash is sent out 
to the commercial laundry ; 

(5) There is a sewing machine 
used mainly for mending and rarely 
for real sewing, because nearly every- 
thing is purchased “ready-made ;” 

(6) There is a whole lot of elec 
trical equipment never used at all 
appliances with small defects and 
which they did not get repaired: ap- 
pliances that did not work satisfacto- 
rily ; appliances that they thought they 
would use when the salesman told 
them about then, but which they nev- 
er learned how to use or never accus- 
tomed themselves to use regularly. 

All of this unused and partly used 
electrical equipment creates “sales re 
sistance” —it creates it not only in the 
families who do not use the equip- 
ment they have purchased, but with 


Photomontage by 
LAZARNICK 


everyone who hears about it. And of 
course it does not consume all of the 
current which it would pay the aver 
age family to use. 

It would take a better statistician 
than 1 to decide how many sales are 
lost because of this condition of af 
fairs; how much money has to be 
spent to overcome the sales resistance 
it causes; how much current is not 
used because the home makers of the 
nation have not been properly edu 
cated about the value of what I call 
domestic production 

* * ¢ @ 

Observation two is this: Secretary 
of Agriculture Wallace has said that 
food prices in 1935 will be 11 to 12 
per cent higher than in 1934. But he 
hasn't said that the incomes of the 
people will be correspondingly higher. 
And if they won't be higher, as |! 
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think every intelligent person will ad- 
nit is very probable, then this rise in 
tood prices will have to come out ot 
ther parts ot the family budget. More 
vill have to be spent for food; less 


will be available to spend for rent, 
ess tor clothing; less tor furnishings 
less, in short, for electrical mer- 


handise and tor electricity itself. 
> . 

Observation three comes trom 
America’s Capacity to Consume.” 
Che average non-tarm family—in par- 
ticular the tamily belonging to the 
urgest income groups so far as num- 
bers are concerned; the groups earn- 
ng between $1,000 and $2,000 per 
vear—spend between $500 and $600 
per vear tor food. The average family 
with an income over $1,200 per year 
ind under $1,500 spends about $528 
tor tood; the average family with an 
ncome of about $1,800 spends about 
$668 with the grocer, the butcher, 
the baker and the dairyman. 

lt Secretary Wallace is right, and 
apt to be tor he has managed 
thus tar to raise tood prices as he 
promised the tarmers of the country 
he would, then even it we make al- 
owance for changes in prices since 
the figures used by the Brookings In- 
stitution were compiled, it is prob- 
ible that from $50 to $75 more will 
vave to be spent for tood and trom 
$50 to $75 less for other things this 
ear. Not a very hopeful prospect 


ne is 


tor those interested in the sale of 
ther things.” 
> > * 
Now what might be done, and 


what is it worth doing? Not only to 
unticipate the damage which this pro- 
spective increase in consumer expen- 
litures for food will cause, but even 
ro change the existing expenditures 
tor food and other things to electrical 
equipment ? 

\ detailed study of the expendi- 
rures of families of this class (Bureau 
1t Labor Statistics, Washington, 

Standard of Living of Employees of 


Ford Motor Co. in Detroit’) showed 
that they spent: 
Food $556.12 
Clothing of 
Husband $63.59 
Wife $9.21 
Children 87.87 a 
Total, Clothing 210.67 
Housing 388.81 
Fuel and light 103.20 
Furniture and house 
furnishings 88.55 
Life Insurance $9.16 
Street-car and bus fare 37.40 
Expenses of sickness 64.73 
School expenses 6.41 
Cleaning supplies 16.64 
Barber 12.37 
Miscellaneous __ 175.77 
$1,719.83 


Let us concentrate on a single item 
n the $556.12 this type of family 
spent tor food ;it will illustrate all of 
the principles involved. According to 
this study, this family spent $54.20 
per year for bread; it spent only $9.89 
tor flour. If Secretary Wallace's 
prophecy is correct, it will have to 
spend about $12 for flour and about 
$60 for bread next year. It will there- 
tore have correspondingly less for 
lothing, for housing, for fuel and 
ight and other expenditures. 

[et us however, suppose that a de- 
termined effort were made to teach 
these people not only how to bake 
read, but that it pays to bake bread, 
und that they can bake better bread 
than they can buy. What might hap- 
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Home Bread Baking vs Buying Commercial Bread 


Cost of matecials . 

Cost of fuel, ete. . , 

Time, from mixing to cleaning up. 
Production of Bread _.. 

Chain Store Price of Commercial Bread. 
Earned per pound . 


Earned per year on ‘average consumption 
of 635 pounds per family. . ates 


U sing Using 
Coal Range and Electric ro 
Hand Mixer ee ixer 
$ #4 


‘$5 min. 35 min, 

71%, Ibs. 7% Ibs. 

71 71 

047 0428 
29.80 27.18 





Commercial Dinner vs Home Made Dinner 


COMMERCIALLY MADE: 


Roast Chicken (canned).......... 


String beans (canned).......... 


Dieed Carrots (canmed)........... , 


Cup Cakes (bakery made)....... 


Cost of materials................ 
Cost of current for heating........ 


Cost of commercial dinner....... 
Time heating dinner. ... 


HOME MADE: 


Cost of materials ............. 


Cost of current for cooking and baking 


Cost of home made dinner........ 
Time preparing, cooking and baking. . 


pen? My studies indicate then that 
the flour bill would double, perhaps 
rise to $20.00 and the bread bill dis- 
appear. Of course, there would be 
rises in other items than flour — the 
cost of fuel, for instance, would rise 
(the power bill; if electricity were 
used), but the aggregate of all these 
rises would be much smaller than this 
year's expenditures for bread and so 
leave a very substantial amount which 
might be used to pay installments on 
a range, a refrigerator, or an efficient 
mixer. 

On this page are some figures trom 
experimentation in bread baking which 
tell the story of what housewives 
might be taught to earn by using their 
kitchens more intensively, by spending 
some of their time producing at home 
what they need instead of spending 
it shopping in stores. 

Using a coal range, the kitchen 
could be made to ‘arn 37 cents per 
hour on such a bzking of bread even 


UNIT COST TOTAL COST 
47 oz. $1.54 80 oz. $2.61 
19 oz, 19 oz. 0.25 
20 oz. 0.12 24 oz. 0.1444 
1 dz. 0.30 IY 0.45 
$3.46 
03 
$3.49 
‘ 20 minutes 
WEIGHT BEFORE 
COOKING TOTAL COST 
92 oz. 80 oz. $1.725 
16 oz. 19 oz. 075 
20 oz. 24 oz. 08 
1, dz. 25 
$2.13 
co 
$2.22 
1:20 hours 


it we ignore the tact that the ingredi- 
ents used in the commercial bread are 
tar inferior to those used in the home 
made bread upon which these costs 
are based. With the electric mixer and 
electric range, the time saved on such 
a baking of bread is approximately 
twenty minutes. Instead of spending 
55 minutes in mixing, baking and 
cleaning up, only 35 minutes are re- 
quired. The kitchen equipped with 
these labor saving devices would there- 
fore earn about 53 cents an hour on 
bread baking, or on a basis of weight, 
4.28 cents per pound. As the average 
family whose budget we have been 
studying uses about 635 pounds of 
bread a year, this means a saving of 
$27.18 annually if the electric range 
and mixer are used. The saving with 
a hand mixer and coal range is a little 
larger, $29.80, but it takes nearly 
twice as much time.. Hence, this more 
primitive equipment with its waste 
of time prevents the homemaker trom 





producing other things on which much 
yreater savings are posible. 

Ihe machines in the electrical kit- 
chen not only cut out the “drudgery” 
but increase the earning power of the 
homemaker, just as machinery in the 
tactory does. What is more, it releases 
time tor other activities—either pro- 
ductive or cultural. 

* . . 

\WVhat is true of bread is true of the 
whole field of baking, as the follow- 
ng experiment with ginger cake il- 
lustrates, (again bearing in mind that 
I have disregarded quality of mate- 
rials which is incomparably higher in 
the homemade cake than in the bakery 
product). 


Cost of Materials: 


1 cup of honey .0Se 
1 cup of sugar 0214, 
2 eggs 06 
3 cups of flour 061, 
Baking powder Ot 
Raisins, ginger and 
spices 03 
14 cups of water 00 
-— 24 
Cost of Current 03 
Time from mixing to clearing up. .15 min. 
Weight of home made cake. 3 Ibs. 
Value of Cake at price of bakery 
made (.35 per Ib.). 1.05 
Earned per hour with range and 
mixer 3.12 


The family spending $556 per year 
tor tood spends an average of $11.44 
tor cake and cookies, crackers, rolls 
and buns. On this basis of expendi- 
ture tor bakery products, (which is 
a very low one), savings such as those 
on ginger cake would shift the yearly 
budget from about $12 for bakery- 
made products to around $4.00 for 
materials and current. 

7 . * 

\ more extreme illustration of the 
principle involved is furnished by an 
experiment made when my electric 
range was installed some years ago 
(when prices were higher than at 
present). Of course, this was a rather 
extreme case—it was a comparison of 
the cost ot a whole dinner, every pos- 
sible item of which including the 
hicken (and excepting only the po- 
tatoes and prunes) was purchased 
canned or ready for serving from the 
local grocery store with a similar meal 
all of the items for which were pre- 
pared, cooked and baked at home. 

[It took one hour and twenty min- 
utes to prepare the home made din- 
ner; approximately twenty minutes to 
open the cans and heat the “canned” 
dinner. The home made dinner cost 

2.22; the “canned” dinner, $3.49. 
There was a saving of $1.27—a very 
high rate of earning for the additional 
hour’s work which had to be put in 
upon the home made dinner without 
allowance for the freshness and su- 
perior quality of the materials used. 

Today we may discount this ex- 
periment as much as we please be- 
cause of lower prices and yet the fact 
will remain true that teaching women 
to shift expenditures from “canned” 
dinners to the raw materials for din- 
ners, will make room in the budget 
to pay for labor saving electrical ap- 
pliances and labor: saving electricity. 


Turning from baking to canning, 
we find the same savings possible. 
A complete canning program for an 
average family would require the put- 
ting up of about 500 quarts per year 
—something which a steam pressure 
cooker, (or, any other modern can- 
ning method), a heavy mixer, and a 
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vood range make quite practical with- 
out drudgery. A complete program 
of domestic production might mean 
the consumption of more canned goods 
than is now used by the urban fam- 
ly; the purchase of vegetables and 
rruit in the summer and fall and their 
anning (and cooking) at that season 
when they are cheap rather than in 
the winter when they are cooked dish 
by dish and are expensive except in 
the big city markets; and the aban- 
donment of the buying of some kind 
of canned goods—baked beans for in- 
stance. 

More canned baked beans are pur- 
hased than any other item in the can- 
ued goods field. The average family, 
with an income of less than $5,000, 
wcording to the recent survey by 
‘Time” Incorporated, buys a can 
twice a month. 

A large can of baked beans weigh- 
ng one pound and nine ounces net, 
cost me 15 cents. At the same time, 
| purchased two pounds of dried 
beans, at 6 cents per pound. The 
beans were soaked overnight in glass 
jars, then cooked at 15 pounds pres- 
sure in the steam pressure cooker for 
4) minutes. These can either be seal- 
ed, or stored in the refrigerator (as 
| do). The comparison of the results 
is as follows: 


2 Ibs. of dried beans at 6c ...... 12 

Molasses and sauce ............ 05 

UIE OED nv dec cg ceccces 02 
sg 


Weight after cooking, 6 Ibs. 
Cost of 1 Ib. 9 oz. of home 


I, ots oh ate ae gun 05 
Cost of 1 Ib. 9 oz. of nationally 
advertised canned beans .... .15 


As to the time used in such an 
operation at home, it is a matter of 
minutes. Here is a saving of two- 
thirds of what is usually spent for 
canned goods, released to pay for the 
appliances which make the saving pos- 
sible without drudgery. 

Such savings are not possible on all 
canned goods items, but the savings 
on baked beans alone, assuming that 
24 cans are purchased in a year would 
be $2.40. 


* * *. 


Suppose a determined effort were 

nade with definite groups of families 
to get them not only to bake bread at 
home, but to bake all sorts of things 
at home; to can at home (during the 
season when fruits and vegetables are 
cheap); to wash and iron at home; 
to make dresses and to create and pro- 
duce all sorts of things for their own 
use, isn’t it perfectly plain that their 
ranges would be used more, their 
mixers more, and their washing ma- 
chines more? Wouldn't these families 
not only use more current, but would- 
n't they also become financially bet- 
ter prospects for appliances of all 
sorts ? 
The sales resistance traceable to un- 
ised and partly used family “invest- 
ments’ in appliances would decline 
and the great potential market for 
electricity and electrical appliances 
would open up. The electrical indus- 
try would obviously profit, but it 
would be a profit realized because the 
onsumers of the nation as a whole 
had raised their standards of living 
is they shifted expenditures from non- 
productive and non-economic pur- 
hases to investments in productive 
ind economic appliances. 








GET ON THE BANDWAGON 


@ Greater than any actual cavalcade ever seen, a gigantic parade of over 5,500,000 buyer- 
families march to the pages of The American Weekly each Sunday. That biggest of all mag- 
azine parades makes The American Weekly the Mightiest Magazine in the world. 


You can put the enormous selling power of this leviathan to work for you. Its readers 
live in your community. Some are already your customers. But—if you stock and feature 
the goods advertised in The American Weekly you can get all of your share of this business. 
That’s getting on the bandwagon for a fast ride to fatter profits. 

















The American Weekly 


—what it is 


@ The American Weekly is the largest magazine in the world. It 
is distributed through 17 great Hearst Sunday Newspapers. In 
597 of America’s 995 towns and cities of 10,000 population and 
over, The American Weekly concentrates 67% of its circulation. 

In each of 134 cities, it reaches one out of every two families 

In 125 more cities, 40 to 50% of the families 

In an additional 165 cities, 30 to 40% 

In another 173 cities, 20 to 30% 
... and, in addition, more than 1,885,000 families in thousands of 
other communities, large and small, regularly. buy and read The 


American Weekly. 


THEAMERICAN 
i F-A\Y/EEKLY. 


“The National Magazine with Local Influence’”’ 
Main Office: 959 Eighth Avenue, New York City 
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Top left. One of the early stores of the brothers Schwegler—when they were still selling bi- 











cycles. Center. Schwegler Bros., occupied half of this building. But the business kept growing 


HISTORY... 
a 


so — Right. They bought the entire building. 
oe 
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SPECIALTY sales organiza- 
A ion moves, like an army, on 
the feet of its salesmen. 

Stores are important, display is im- 
portant and advertising is important, 
all have their very definite place, but 
it is the steady march of the sales- 
men’s feet that builds volume appli- 

ance business. 

That is the simple philosophy that 
has built the specialty sales organiza- 
tion of Schwegler Bros., Buffalo, one 
of the most successful operations of 
its kind in the country. In the sale 
of refrigerators and washers and radio 
they stand among the best in the 
Their methods have been 
copied, their achievements recorded 
and their praises sung. But any an- 
alysis of the company’s business brings 
you back incontrovertibly to the sales- 
man as the pivot around which the 
entire structure revolves. 

The business today does an annual 
volume of around $750,000. In 
1929, according to A. F. Schwegler, 
president, it was doing more than 
$1,000,000 a year. And this is a 
retail business—a dealership—specializ- 
ing almost entirely on electric refrig- 
eration (Kelvinator) electric washers 
and ironers (Easy, Voss) and radio 
sets (Philco, Zenith) and ranges. It 
operates in four stores—and a fifth is 
just being opened. It employs more 
than 100 people. And it is the crea- 
tion of two men, the brothers, A. F. 
Schwegler, president and _ general 
manager, and S. J. Schwegler, vice- 
president. 

Naturally, a business that depended 
to such a large degree on the efficiency 


country. 


and activity of its outside sales force 
has acquired a philosophy and a set of 
convictions about the way to produce 
results from canvassing. If salesmen 
are to be productive, they must make 
money. 

The Schweglers had learned their 
specialty-selling lesson in the hard 
schools of bicycle retailing, of piano 
and phonograph selling, of radio and- 
later in the electrical appliance game. 
All these things need salesmanship. 
All these things taught the lesson that 
there is more business for the man 
on the outside than there is in waiting 
for the customer to come and buy. 

To get salesmen interested in the 
possibilities of business on the outside 
was, therefore, the first thing that 
A. F. Schwegler set himself. He got 
it going by a system of commissions 
that penalized the man selling in the 
store and doubled his earnings for 
sales made in the home. Briefly, he 
paid salesmen a bare 5 per cent com- 
mission on all store sales and raised the 
ante to 10 per cent on business closed 
outside the store. It worked fine for 
a long period. Emphasis was natu- 
rally placed where it would do the 
most good and produce the greatest 
volume of sales. It taught the sales 
force that time spent in the store was 
wasted and that time spent outside 
brought dividends. At a time when 
the company was still making its rep- 
utation and was building up its 
present impressive list of users, the 
valuable thing was to be continually 
contacting new people. 

The system had one flaw, however. 
Salesmen, being required to spend a 


certain portion of their time in the 
store, would encourage natural store 
prospects to allow the sale to be closed 
in their homes; they would discour- 
age, rather than encourage new pros- 
pects to visit the stores of the com- 
nany because they would lose 50 per 
cent of the possible commission if the 
sale was consummated in the store. 
Store business today, of course, is 
more valuable than it was when the 
company was first getting its reputa- 
tion. In the first place, there are now 
four stores, a fifth being opened, and 
they occupy strategic points in Buf- 
falo’s main shopping and suburban 
areas. In the second place, the vol- 
ume of the Schwegler’s newspaper ad- 
vertising has increased to a very con- 
siderable extent in the past few years. 
Hardly a day goes by now without 
an impressive ad in the Buffalo papers 





Schwegler 
Bros. 
sliding-scale 
commission 
system 
helped build 
this Buffalo 
company’s 
$750,000 
specialty 
appliance 
volume 


inviting the public to visit one of their 
four stores and see the latest refrig- 
erators, washers or radio sets. All 
this is bringing in a lot of store busi- 
ness that the company could not count 
on in the old days. In the third place, 
with a record of thirty-one years in 
business in the Buffalo area and a 
list of customers that have purchased 
anything from a piano to a refriger- 
ator, there has been built up a valu- 
able present user list that makes for 
continual new business on other 
devices. 

And so the Schweglers, ever alert 
to changing conditions in their own 
business, have revised their commis- 
sion plan to fit the present day con- 
ditions. Today, salesmen are paid on 
the following basis: 

On all business gained, up to a vol- 


ume of $2,000 a month, the salesman 




























ADVERTISING... 


Decorated floats tell the public about re- 
frigerators, washers and radio. 
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i ate demonsration in progress. Longioises with these small demonstration booths, 
similar to those used in the days of records cai victrolas, give the salesman and the customer a certain degree of privacy. lroner 
and washer demonstrations are in continual progress. 


SELLING..... 


receives a flat commission of 7 per 
cent. whether the sale is closed in the 
store or outside. He is paid an addi- 
tional one-half per cent. commission 
on additional volume from $2,000 to 
$3,000, from $3,000 to $4,000, from 
$4,000 to $5,000, and from all plus 
business over $5,000 per month. In 
other words, a salesman selling $5,000 
worth of merchandise a month will 
réceive a commission of 9 per cent. In 
addition, he is eligible to bonuses and 
prices that are a regular feature of 
the Schwegler sales operation. 

There are twelve salesmen working 
out of the main store, Mr. Schwegler 
said, and about thirty altogether in- 
cluding the other three stores. Dur- 
ing the height of the refrigeration 
season, four out of the twelve men 
in the main store would regularly ex- 


ceed the $5,000 a month bogey, he in- 


dicated, and as the sliding scale of 
commissions proceeds in the same 
ratio, there is no limit to the earn- 
ings the men may make. Most of 
them, for a year-round average, earn 
between $40 to $50 a week. 

The advantage of the present sys- 
tem is that the men are putting just 
as much earnest salesmanship into 
store business as they formerly did 
on the outside. They are required to 
divide their time equally between the 
store and the direct canvass. 

Another method that Schwegler 
employs to help the salesmen build up 
their earnings has to do with trade 
ins—admittedly one of the serious 
problems to most appliance merchan- 
disers today. With the competition 
getting keener all the time, merchants 
are more and more liable to use the 
trade-in as a competitive sales argu- 


Good window displays are an integral part c 


Schwegler selling plan. With five stores operating in 


Buffalo, the cumulative effect cannot be overlooked. 
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Service started in the old days of big volume radio. 
It goes on today on washers, refrigerators, radio and 
is an important part of the business. 


SERVICE... 


ment—vieing with each other in the 
amount offered for ald ice-boxes, de- 
crepit washers and obsolescent radio 
sets. Salesmen for most dealers accept 
the figure set by the store for the 
trade-in and supinely pass it on to 
the customer. Not so Schwegler sales- 
men. On every trade-in they are in- 
duced to cut the sum offered down 
to the minimum because half of what- 
ever they save is passed on to them. 
If the trade-in on a refrigerator is set 
at $20 and the salesman can induce 
the customer to accept $10 as the 





allowance against a new electric, then 
he pockets the $10 he saved. There 
is nothing like making these savings a 
definite part of the salesman’s finan- 
cial interest to get the greatest co- 
operation. 

There is another—and increasingly 
important angle to the specialty sales 
operation today, according to A. F. 
Schwegler. That is service. Thou- 
sands of appliances have been sold, 
especially washers and refrigerators. 
Keeping those customers satisfied is 

(Please turn te page 13) 
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ARE paar TO BUY 


THE DIFFERENT AND BETTER 


NORGE 42,4.4- WASHER 


AN INVIGORATED AND RENEWED WASHER MARKET 
SWINGS OPEN TO YOU—BIG VOLUME... QUICK 
TURNOVER ... GENEROUS MARGINS 








A national Norge survey proves that 21.7 per cent of all housewives 
now want a new washer, the greatest and most active buying desire 
in the history of the washer industry. Norge offers alert dealers 
the best chance to make the most of this reawakened demand—a 
short line of different and better Norge Autobuilt washers, possessing 





10 exclusive plus values, generously-margined and supported by a 
ONLY NORGE HAS THESE low-rate, sales producing finance plan. Backed by an unusually 
LIFELASTING ADVANTAGES | sound selling program, requiring limited dealer investment, rich in 


The lite of a washer is in its gearing. Only sell-up features; the Norge washer 


Norge has the Autobuilt transmission: built ‘ , 
franchise assures big volume, 


in the Norge plants of the world-famous 

Borg-Warner Corporation which produces quick turnover, healthy profits. N 0 be G £ 
driving mechanisms tor most of America’s : 

greatest automobile manufacturers. Only Write now for complete, confi- 


Norge has a System of Quietors which ab- . ° 
wn khnienaaan ntial particulars. Whether or not 


ordinarily become noisy. And only Norge you handle (or desire to handle) 
has the Feather Base agitator, with 

lighter weight and greater wing area: ca- other Norge products; here is 
pable of moving mote gallons of water per 





your big chance to cash in on the 


second, it achieves a new perfection in 


washing speed, overload capacity, preven- qreat washer sales opportunity. () 

tion from tangling and definite protection : 

to delicate fabrics. These plus values are NORGE DIVISION 

the reasons for the widespread public pret BORG-WARNER CORPORATION i a cq ~ E 4 
erence tor the Norge Autobuilt washer. DETROIT, U.S. A. 


TT A BORG WARNER PROT Mil 
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Cold Figures on 


Home Service 


When the Georgia Power Com- 
pany expanded its Home Service 
Division to 55 trained women, 


they added 5,000,000 kilowatt- 


hours annual increase to the 


lines in a six- 


month period. 


By Laurence Wray 


LARA ZILLESSEN, adver 
tising manager of the Phila- 
delphia Electric Company, has 
dubbed the home service woman “the 
Dorothy Dix of the appliance in 
dustry.” And for a long period the 
work of the utility's home service 
department has enjoyed just such a 
nebulous reputation. It has been dit 


ELECTRICAL MERCHANDISING — APRIL, 





ficult to gauge in cold figures, in dol- 
lars and cents return, or in kilowatt- 
hours added to the lines, exactly what 
precise value the friendly ministra- 
tions, the sympathetic advice and the 
skilled experience in domestic affairs 
ot the home service woman has meant 
to the company she works for. 

It the experience of one company, 


1935 


however, may be taken as any criteri- 
on, then that yardstick of real value 
has been definitely established. Not 
only in the priceless but intangible 
field of public relations where the 
work of the home service department 
has been given all too little recog- 
nition; nor in that other sphere of 
useful activity that comes under the 
heading of “education” and “promo- 
tion.” But in the tangible and factual 
fields of actual sales made, of ailing 
appliances restored to the lines, of 
prospect list compiled, of complaints 
adjusted, of outlets installed and of 
measurable annual kilowatt hour in- 
creases in residential load. 

Here is the sto- 
ry and the fig- 
ures: 

In 1932 and 
1933, the average 
kilowatt hour 
consumption of 
the Georgia Pow- 
er Company had 
remained _ practi- 
cally stationary. 
In addition, de- 
spite sales of elec- 
trical appliances 
during those same 
periods of ap- 
proximately /7,- 
000,000 kilowatt- 
hours per annum 
in new load, to 
tal kilowatt-hour 
sales to customers 
had decreased 
even atter mak 
ing allowance tor 
appliance — sales 
which may have constituted replace- 
ments. 

Two factors were chiefly respon- 
sible: (1) Steady decrease until late 
1933 in the total number of residen- 
tial customers served and (2) Cur 
tailment in the use of service by cus- 
tomers still being served. A rate re- 
duction, instituted at about that time. 
added to the seriousness of the situa- 
tion by creating heavy reductions in 
the company’s total revenue. 

It was evident, therefore, that the 
company must engage in a more vig- 
orous sales program to its domestic cus- 
tomers if losses were to be recouped 
and potential markets developed to yield 
new revenue. An estimate was made 
of the potential market for appliances 
among homes served by the company 
and it was conservatively set down 














FERN SNYDER 


home service director, Geor- if 
via Power Co., Atlanta, Ga. 


The home service group of the Georgia 
Power Co., Miss Fern Snyder imme- 










at an additional 158,467,000 kilowatt 
hours per year. The market not only 
existed but had been expanded by 
virtue of the new low rates. 

More surveys were made. One re 
vealed the fact that out of a 1,000 
typical residential customers that 48 
per cent had not decreased their use 
of service. Another that among the 
company’s 112,000 domestic custom 
ers there were approximately 50,000 
small socket appliances not being used. 
Still another that in October, 1933 
there were 2,608 customers, presum 
ably with electric ranges, whose con 
sumption for all service ran less than 
100 kilowatt-hours per month. O% 
these customers it 
was found that 
1,149 were using 
auxiliary stoves 11) 
the “winter tor 
part time cook 
ing, 128 of then 
had stopped us 
ing electric ranges 
for purposes of 
economy, 383 had 


replaced thei: 
electric ranges 
with other types 
of cooking equip 
ment, and onl\ 
948 of them wer 
doing all then 
cooking by ele 
tricity 


Then there was 
home lighting. It 
wasestimated that 
even 30 per 
cent of the con 
panys customers 
brought their lighting up to a “reas 
onable standard” there was an in 
mediate potential market of 24,000) 
000 kilowatt-hours additional busi 
ness. 

It was obvious that most of these 
problems could only be successfull) 
met by a trained and expanded home 
service department. Up until the fall 
of 1933, when eight home service 
women were detailed to home light 
ing, the home service work of the 
company had been limited in scops 
and had chiefly been confined to work 
with electric ranges. At that time 
the total number of home service 
women was increased from 14 to 2% 
Much was accomplished during 193 
by even that small group. They inte: 
viewed 10,000 of the 15,000 range 
customers on the lines to combat a 


(Please turn to page 34 
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diately to left of movie projector. 


























NEXT io™® FEATURES 


NOW! 


Seven striking models, irre- 
sistible in grace, beauty and 
color harmony, attract wash- 
ing machine buyers in every 
price class. Mechanical excel- 
lence plus — self-lubricating 


Dexter Ace a big value in @ bearings large bronze ush 
be _ <a quality with at ings — oversize worm drive 


with auto-type gearing — 
stainless steel ball bearings 


Lynite Aluminum W ringers 
with “Flash-release”— rub- 
ber mounted, floating- power 
motors bring new quietness 
and smoother operation. 
Give your customers in- 
creased satisfaction — elimi- 
mate service expense — ex- 


pand your profit possibilities. 
Dexter Defender world’s champion 
ndurence Washer Spectacular nen —_ 
est farting this Washer April 5, 19 
vl tilt running after more than thirty. 
onthe a service focuses attention 
en onan durability of this model DEXTER SALES 


PROMOTION PLANS 
Write today for details. 
Built especially to fit the 
dealer and bis community. 
Latest “Dextergram” now 
ready tells about some of 
the new Dexter selling 
plans. Write for it. 


The 
DEXTER 
COMPANY 





Genter verteate the famous Dexter two- succes 
ud ethed of washing’ now available in an in irfi Id 
tpemive ‘double tub mexdel. Thix Washer will place Fai e ’ lowa 


war Washer Department abead of competition 
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°Finance [Plan 


thrown open to Washing Machines 


Fasten them to property and they 
become eligible to 5% money 


PPROXIMATELY 20 per 
cent of our city families — 
nearly half of the small town 

prospects—in short, the home owners 
—can be asked to cock an ear and 
listen to a new proposition in wash- 
ing machine financing, according to an 
announcement made by Albert L. 
Deane, deputy administrator, late in 
March to the American Washing Ma- 
chine Manufacturers Association. 

Washers now are eligible for the 
3% financing scheme of the FHA 
provided they have a soldered con- 
nection or are wired through con- 
duits which make them a part of the 
property. 

Refrigerators already enjoy this 
advantage, which will doubtless be 
spread to every other appliance in the 
opinion of Howard A. Otte, Chicago 
manager of financial relations for 


FHA. 


A boost to washer-ironer 
combinations 


Since $100 is the smallest amount 
that may be borrowed obviously most 
dealers are going to use the plan to 
sell washer-ironer combinations total- 
ling over $100. 

The customer gets his financing 
done for 5% a year, pays it off in 
from one to five years, according to 
the discretion of the bank. To pre- 
ferred risks this is a bargain, and 
inasmuch as the act expires in Jan- 
uary, 1936, dealers will have to work 
fast to benefit from it. 

Understand, please, that the U.S. 
government is not lending this money. 
Your customer borrows from his local 
bank, with the U.S. guaranteeing the 
bank from loss up to 20% of its total 
FHA loans. To be eligible, your pros- 
pect has to — 

1. Own his property (or have a 

five year lease). 

2. Have a gross income of at least 
five times the annual payments 
to be made on the note. 

3. Have a mortgage in such stand- 
ing as to justify the approval of 
the loan. 

4. Use the proceeds solely for prop- 
erty improvement. 

Not every bank cares for the idea, 
although many have signed for it. 
The reason lies in the fact that banks 
have no set-up to check credits or 
make collections. Furthermore 5% is 
no bargain. If a loan goes sour, after 
30 days notice, the bank simply exe- 
cutes the judgment note the customer 
has given it, sends it into the Federal 
Housing Administration. In return 
it gets a check for the balance due 
from the FHA. Thereupon the FHA 
sends collection letters to the custom- 
er, and eventually swoops down on 
him and attaches something. There 
is no repossession of appliances. 


The amount of this type of business 
through that has gone is trifling, it 
is said. In the first place the bank 
must pull the trigger on defaulting 
customers, earning their ill will. Sec- 
ond it lacks machinery and makes 
little profit out of the nuisance. 


How to make plan work 


“Smart dealers will group together 
to shove $500 to $600 a month 
through one particular bank,” Allen 
C. Williams of the , Metropolitan 
Housing Council of Chicago suggests. 
“This will give the bank a big enough 
gross to make the FHA 20% guaran- 
tee mean something. This grouping 
will give the bank a profit. Next, the 
good dealer will take the leg work off 
the bank as far as possible, and use 
the hint of 5% money as a sales in- 
ducement. He can steam up quite 
a bit of trade with this as a talking 
point.” 

In metropolitan centers where large 
firms using “No money down” or 
meter plan propositions as bait to get 
trafic have been pushing the small 
dealer hard, the FHA plan comes 
as a valuable talking point. Although 
50% of all applicants for no money 
down buys are rejected, nevertheless 
the advertising of the idea makes the 
going tough. 

Finance Houses Unexcited 


“Human nature is such that it takes 
constant pressure and reminders to 
collect from any one who isn’t a busi- 
ness man,” ” said one finance company 
executive. “The finance companies 
have set up machinery to apply this 
pressure. Banks on the other hand 
totally lack this organization to check 
personal credit or collect. The cost 
of financing runs a lot more than 5%. 
Consequently the whole idea is an 
unsound conception, created ‘Principal- 
ly for political hullaballoo.” 

real advancement of the times, 
declared this finance house man, lies 
in the closer relationship between the 
manufacturer and the finance house. 
The finance house remains behind the 
scenes, but passes on credit and col- 
lects, with the manufacturers taking 
repossessions off its hands. 

Less than $100 sales have always 
been a problem to the finance house, 
with the preference swinging in rates 
and conditions to manufacturers which 
produce complete lines and ally them- 
selves. Even so, the dealer must have 
from $500 to $600 worth of paper 
a month to be interesting, and the 
problem remains as to just how a 
house that falls below this is going 
to handle its financing. 

Possibly the answer lies, as Allen C. 
Williams points out, in the co-opera- 
tion of several dealers in order that 
one FHA bank or finance house may 
get a profitable volume. 
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30 Years of 


Specializing 
ame §=6CONTINUED FROM PAGE 90 


primary if you want to go back to 
them and sell them some other device. 
But there are other thousands of cus- 
tomers who may have bought from 
companies that went out of business 
or companies that rendered indiffer- 
ent and unsatisfactory service, he said, 
that can be gathered into the fold. 

“Make no mistake,” says this vet- 
eran merchandiser, “service on elec- 
trical appliances costs plenty of money. 
It costs money to maintain a service 
department, pay salaries, stock parts 
and attend to collecting and deliver- 
ing repaired appliances. We estimate 
that our service department costs us 
about 6 per cent. of our gross, which 
runs into a lot of money. 

“But there is another angle to 
service that is often overlooked. h 
is not only the satisfied customer, the 
new customer and the constant contact 
with the market that helps service pay 
for itself. It is in the fact that you 
have a potent argument against cut 
prices and competitive selling. If you 
can point to a service record that is 
clean, to a list of satisfied customers ; 
if you can refer prospects to former 
buyers who have learned that we 
stand behind the performance of every 
appliance we sell—then you have some- 
thing that goes further in the pros- 
pect’s mind than any other thing you 
can say.” 

Schweglers, as befits their status as 
a Buffalo institution—a continuous 
business that has run since the first 
little bicycle shop in 1904—don’t over- 
look any of the advertising and pub- 
licity stunts that capitalize on the 
firm’s name and reputation. A twenty- 
fifth anniversary party was the signal 
for entire sections of Buffalo papers 
congratulating the brothers; radio 
programs are another feature; deco- 
rated floats even have their place. Not 
a year goes by but they remind the 
Buffalo public that they are still ex- 
panding, still growing—and there is 
confidence in the public’s mind in the 
institution that remains in business 
year in and year out delivering the 


goods. 





A. F. SCHWEGLER 
President 





S. J. SCHWEGLER 
Vice President 
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GLASS was in use 6000 years 
ago. Ju colors, it was first used 
in cathedral windows around 400 


A. D., but plain window glass 


was not used till about 1600. 


















LASS is one of the oldest and most 
useful of man-made materials. It 
represents a basic discovery, without which 
civilized man would be sorely handicapped. 
.-- Another basic discovery was that which 
gave electric heat to home and industry. 
This was the development, by A. L. Marsh 
in 1906, of the heating-clement alloy of 
chromium and nickel, called Chromel. 
Before this, no heating-clement lasted long 


enough to permit applied electric heat to be 


practical. + + Thus Chromel became the 
seed from which has frown the entire 
heating device industry out of which has 
come one of your year-round markets. And 
you know, too, that the standard devices 
are virtually trouble-free. “Burn-outs” 
come with such infrequency as to remind 
you how extremely durable the Chrome! 
elements have been. You may safely put 
your trust in devices that are Chrome! 


equipped. Hoskins Mfg. Co., Detroit, Mich. 


CHROMEL 


THY oie THAT MADE ELECTRIC HEAT POSSIBLE 
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Performance year after year outweighs 
in value all other refrigerator features 
combined .... and shows the greatest 
net profit to both seller and buyer 


ODAY buyers of electric refrigerators are rediscovering true values 
-and demanding above all else, a refrigerator that “can take it”— 
hac will continue year after year to give uninterrupted, trouble-free serv- 
ce. The famous G-E sealed-in-steel mechanism carries 5 years perform- 
ance protection for only $1 a year! 


In answer cto the refrigerator buyer's question “How long will it last?” 
General Electric's unparalleled performance record is the greatest sales 
story that can be cold! 97% of the General Electric refrigerators now 
in use 5 years are still giving satisfactory service in the homes of 
original owners—as “mechanically young” today as when first purchased. 


CONVENIENCE FEATURES? TO BE SURE! G-E all-steel cabinets are, 
of course, equipped with all the modern features— but, after all it’s the 
performance of the mechanism year after year that really counts. It means 
satisfied customers and an ever increasing good will that creates additional 
sales— not only of refrigerators but ranges, dishwashers and other G-E 
household appliances. It means the G-E dealer receives a greater NET 
profit, for expensive servicing is unnecessary. Write or wire for details 
of the General Electric franchise. General Electric Company, Specialty 
Appliance Sales Department, Section DE4, Nela Park, Cleveland, Ohio. 
* 
THE MECHANISM 
THAT DEFIES TIME 


Now in all 3 types of refrigere- 
tors... Monitor Top, Flatop, Liftep 
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the washer . . 


entire selling job. 








What is advertised, telephones 
» or washers? How mach better 
to omit ‘phone cus and tétt-about 
. advantages, price, 
terms, etc. Pictures can’t do the 










Good, im that it pictures product, gives 
terms and prices, individualizes seller's 
name, address, telephone number, (note 
phrase“opposite postoffice”) mentions Sat- 
urday opening, and repair service. Weak in 
arrangement, style and composition. Free 
offer would he better opening than “now 
is time to buy.” Name-plate over-shadows 
cut of washer. Too many hinds and sizes 
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of type. 


“T am an electrical dealer in a small 
town. There is only one paper, pub- 
ished weekly. Even the cost of space 
in this doesn't permit my using large 
ads. Can you gwe me any sugges- 
tions on the kind of advertising I 
should do to get the most results 
for the least money?” 


Letters like this frequently come to 
Electrical Merchandising. It is with 
the thought of helping these electrical 
merchants that we begin a series of 
‘how-to-do-it”” articles covering ad- 
vertising from the small and medium 
sized retailers viewpoint. Readers of 
Electrical Merchandising are at liber- 
ty to write for specific information on 
this subject. Where possible their 
questions will be answered in these 
columns by the editor. This depart- 
ment will be a sort of ‘Round Table’ 
tor the interchange of useful informa- 
tion on one of the most important 
subjects of electrical retailing. In this 
first article we discuss newspaper 
advertising. 


OT so iong ago merchants had 
to be “sold” on advertising. 
‘4 Today almost every retailer 
‘oncedes the efficacy and importance 
of this vital selling power. It is no 
longer a case of “should I advertise,” 
but of “how shall I advertise?” 
There are many forms of advertis- 
ng. All are good, depending upon 
their being used in the right manner, 
at the right time. But all forms can- 


not be used by the small town dealer, 
or the merchant on the “side street” of 
the big cities. Nor will the recom- 
mendations for the advertising of one 
retailer exactly fit another. Each deal- 
er must study his own problem, and 
develop his own solution. All that we 
can hope to do here is to set down 
some of the principles and basic facts 
concerning the most generally used 
medium of retail advertising, the news- 


Advertising 


in small space 


By Roi B. 


prints several “editions.’’ In the very 
large cities certain editions are de- 
signed for sectional circulation. In 
New York City, for example, a 
Brooklyn dealer can use the “Brook- 
lyn Edition” of a large metropolitan 
paper and thus not pay for waste cir- 
culation. But in the smaller commu- 
nities there is usually either one daily 
or a weekly or semi-weekly newspaper. 
Daily papers are displacing the week- 
ly and semi-weekly as time goes on. 
Nevertheless the small local weekly 
paper has a strong hold in almost ev- 
ery community. This is because it 
prints the local news to an extent the 
large daily papers cannot do. 

In the city the electrical dealer 
must decide whether to advertise in 
the morning, evening or Sunday pa- 
pers—or all three. In the smaller places 
he has little choice; his problem is 
more to make the best use of the only 
paper. 

Let us first attempt to briefly an- 
alyze the different ‘editions’ — morn- 
ing, evening and Sunday. There are 
more than three times as many after- 
noon papers as there are morning pa- 
pers. It is argued fer the afternoon 
paper that it comes out at the close 
of day when people have more time 
for reading and is more likely to be 
read in the home, particularly by the 
housewife who, we are told, spends 
most of the family income. Its “life” 
is longer than the morning paper. 
Usually it carries more advertising, if 
less “hot” news. Notice the prepon- 
derance of comic “strips” in the eve- 
ning papers, as against the morning. 





Excellent type of “reminder ad.” No attempt at selling. 
But it sets the thought over.- 


paper, with particular reterence to its 
use by the “little fellow.” 
Newspaper advertising is the most 
effective way of getting your message 
before the greatest number of poten- 
tial prospects, at the minimum ex- 
pense. In the large cities are there 
usually morning, evening and Sun- 
day papers. Each newspaper usually 
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Also the number of “social” and 
“household” features. In general it is 
said that evening papers appeal more 
to women and morning papers to men, 
but this is a debatable point. On the 
other hand, more morning papers are 
delivered to home addresses, and it is 
claimed that they reach the home in 
the morning before the shopping er- 


Woolley 


rands are started. In some communi- 
ties a morning paper may be decidedly 
the strongest medium; in others an 
afternoon paper admittedly the leader. 

The points in favor of the Sunday 
paper are the extra circulation, the 
fact that it may be read by more peo- 
ple in the family, the greater time 
given to this issue as compared to the 
week-day and the better quality of 
the printing, particularly in the sup- 
plements. Advertisers whose appeal 
depends upon the effective showing of 
styles, on mail orders, etc., find the Sun- 
day issue particularly valuable. The 
chief point against the Sunday paper 
is the bulk of advertising, which makes 
it easy for the advertiser's message to 
be overlooked, unless it is distinctive. 

Before buying spacé in any news- 
paper the retailer should secure all 
possible facts concerning its circula- 
tion (the number sold, distribution 
and kind of readers), the rate for 
different editions, and positions, the 
editorial policy, and the cooperation 
that may be extended from the busi- 
ness department. Nearly all newspa- 
pers will assist the advertiser not only 
on these points, but in other ways to 
enable him to secure the greatest pos- 
sible returns from his expenditures. 
In the smaller papers it is more dif- 
ficult to secure this aid. However, the 
thoughtful retailer will talk with oth- 
er advertisers in the paper, with news 
dealers and subscribers to secure their 
opinions. 

After he has secured all the facts 
concerning his newspapers the next 
question is ‘what to advertise,” and 
then “how best to advertise it.” 

The contractor, for example, has 
a “service” to sell, as does the light- 
ing company. His merchandising and 
advertising problems are different. 
Therefore, his advertising will differ 
from that of the retailer who must 
advertise and sell appliances and mer- 
chandise. 

The question of what to advertise 
is answered by the extent and kind 
of merchandise stocked, the season of 
the year, the advertising and sales ef- 
forts of competitors, and so on. Not 
every family can or will buy an elec- 
tric refrigerator, but every wired 
home is a prospect for lamps. Yet a sale 
of a refrigerator may produce more 
profit than all the lamps a retailer 
may sell in many months. Therefore, 
the dealer must consider his margins 
and markup, as well as his merchan- 
dise. If he’s a good buyer he has tried 
to secure good merchandise—worthy 
of advertising and sales promotion— 
at prices that permit exploitation. He 
features the appliances that are timely, 
offer the greatest inducement to his 
prospects and insure him the greatest 

(Please turn to page 57) 
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Talking Pictures and 










Traveling Coaches 
replace 
Price Cuts as 


Chief Ammunition 










The traveling coach is 
being used by General 
Electric, Singer, Altor- 
fer and several other 


firms to show lines. Qmericas 


WASHERS... [RONERS 


he 


tending 






























Benjamin Franklin rejoiced in his newly invented bi-focal glasses, 
because, as he said, he could both look down at the food in his 
plate and glance across the table at the pretty women. When Al 
Faulstitch of the A. A. Schneiderhann Company of Des Moines 
hooked a traveling coach on behind his automobile the other day, 
he rejoiced in the number of things it would permit him to do. 


HE could take five or six dealer salesmen into the coach 
and show them a talking picture on appliance selling. 


HE could lug his motion picture equipment into the store ! 
and present his story to the whole force. 


HE could present consumer films at a meeting. 


HE could run around a dealer's territory with the entire 
line of washers and ironers, and let prospects pick out their favorite 
appliances from their doorsteps 


HE could put on demonstrations at fairs and shows. 


Traveling coaches, costing from $1,500 up, are generally sold 
to distributors by the manufacturer. By turns the distributors have 
their men take them out on the road. Inasmuch as the men have 
to drive their cars anyway, it costs nothing extra for transporta- 
tion. With new models coming into the line from time to time, and i] 
new films to show, the coach can be useful indefinitely. 














N Illinois” farmer _ recently 
warned a young visitor to his 
orchard, “Look out for the 

worm in that apple, sonny!” 

“Say, grandpa,’ replied the boy, 
“When I eat an apple, the worm has 
to look out for himself.” 

Price selling in the washer industry 
has followed much of that philosophy. 
Too many manufacturers, distributors 
and dealers have been trying to take 
a price short-cut and have wondered 
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why the salesman, at the end of the 
row, has failed to turn in a profit- 
able business. 

The signs are apparent that the 
whisky stimulation of price cutting 
is wearing out—and believe it or not, 
a new era of selling is being ushered 
in that begins with the salesman- 
not makes him the goat. It is apparent 
in the education that is just beginning 
to be given the salesmen — through 
pamphlets, meetings, sound films, 


va 


Yeapons for 


Washer 


meetings and talks the country over. 
It is visible in the improvements in 
models that give the salesman some- 
thing to hang a story on. Altorfer 
Brothers Co. are supplying sound 
trucks and films to their distributors. 

Singer Sewing Machine Company 
has traveling coaches out. General 
Electric has supplied its distributors 
with them to aid dealer salesmen in 
the field. Westinghouse is showing 
Technicolor shorts, advertising the 
line through local movie houses. 

It is high time that the washer in- 
dustry gets away from the price will- 
o-the-wisp, a well known manufac- 
turer declared recently. It might have 
learned from the advertiser who used 
the Saturday Evening Post a few 
years ago to move a surplus stock of 
washers by mail, he declares. The 
man offered machines at $40 apiece 
—and mind you this was in the hey- 
day of high prices. He sold only 400 
washing machines—despite the most 
tempting figure and ace high adver- 
tising. Price is not and never will be 
inducement enough to attract the pub- 
lic in profitable volume, this manu- 
facturer declares. A washing machine 
advertisement featuring price must 
produce business the next day, other- 
wise it is no good. A washing machine 
dealer who pins his hope on price 
appeals lacks the air of permanency 
so necessary to the successful sale of 
appliances. 

Yet how many still stick to this 
one track idea? We observe washing 
machine divisions in department 


stores languishing because the sales 
men are not making any money. We 
see buyers trying to get lower prices 
in order to cut their figures still fur- 
ther. We see merchandise managers 
looking at washing machines with a 
questioning eye because this price pol- 
icy is not producing trafic and profit. 

We see these things happen in a 
world that since the depression has 
been taught to make its own bread, to 
sew its own clothes and to wash its 
own laundry—to cut living costs from 
every. angle. The mason jar people 
have never had better years with so 
many people putting up their own 
fruit. Cobblers are busy fixing shoes. 
Shoe blacking has come a best seller 
in homes. Families buy clippers and 
trim their youngsters hair. Girls man 
icure their own nails. Heads and 
shoulders above other items in this 
category of money savers stands the 
washing machine. It enables a family 
to enjoy the clean clothes abundance 
of prosperity times in these times ot 
lean pocketbooks. The washing ma 
chine is a hot item today. Yet what 
do many channels of distribution do 
they kick away their profit through 
price cutting sales, and get disgusted 
when such a policy fails to work with 
a specialty item. 

“Surprising as it may seem to sales 
men who are not making any money. 
to dealers who think that the washer 
has reached the bottom of possibilities. 
there never was a better time than 
right now to start a specialty opera 
tion in selling washing machines,” 
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Salesmen 


said an old timer recently. 

such a remark was warranted by 
twenty-five years of observation of 
the washing machine field. It takes a 
quarter of a century to observe how 
slowly the public moves and how 
slowly it changes its habits. When 
this pioneer first dergonstrated his 
washing machine at a show in the 
Coliseum in Chicago twenty-five years 
wo, he was astonished at the recep- 
rion he got. Women, still steeped in 
nid-Victorian ideas, liked to pretend 
n public that they sent their laundry 
uit. It was not fashionable at that 
time to manifest any interest in a 
vashing machine, time and backsaver 
though it was. \With no saturation at 
ill of the market he had difficulty 
making sales. No one but old-timers 
have any conception of what a job, 
it what work it took to slowly change 
the attitude of the American public, 
ind make it understand that washing 
by electricity was a new thing, in- 
hnitely easier and better than hand 
nethods. That huge job of educating 
the public has been done. Today wo- 
nen have come to think it smart to be 
zood housekeepers. What this feeling 
vith the rough edge of hard times, 
ind you have a public that can be 
easily awakened to the advantages of 
the electric washing machine, the 
zreatest money saver a home can have 
today. 

Said the old-timer to your corres- 
pondent, “I would build my whole 
presentation around a high priced 

ne. | would see that the machines 


on my floor and in my window were 
numbers priced high enough to give a 
good profit to the salesman, a profit 
to the store and complete satisfaction 
to the customer. The average family 
buys its specialties so seldom, that 
it can be sold on the advantages of 
precision built machines, greater ad- 
vantages, and greater features. If this 
were not true, you would see Ameri- 
cans running around in motorcycles 
with side cars instead of paying more 
money for Fords and Chevrolets. If 
I had any low priced washers on the 
premises, | would certainly keep them 
out of sight and only let the prospect 
who was economically desperate buy 
one.” 
‘Because we know that the public 
gets new ideas very slowly, attention 
can be called to one thing that dealers 
in general are overlooking. More than 
half of the present washing machine 
market is a_ replacement business. 
These people bought their washing 
machines at around $165. Many fam- 
ilies have had their machines any- 
where: from 10 to 18 years. They 
have obtained full value for their in- 
vestment and are satisfied that they 
made no mistake on their old washer. 
Manufacturers know this is true be- 
cause they furnish repairs on a lot of 
very old models, and the owners re- 
fuse to part with them because they 
tear another washer might not give 
such satisfaction. 

“Now then: Why destroy this 
$165 psychology in customers that 
think they got their money's worth 
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By Tom F. 
Blackburn 


HENRY ALTORFER 


4iterfer Bros. Co., is betting that sales coaching 


at this figure? Why flash cheap prices 
under their noses? What if they do 
see bargains advertised? It certainly 
can be shown that there is a differ- 
ence between the pick-up job and the 
machine that will prove to be another 
good old standby like the one they 
bought years ago. Right off the bat 
some dealer is going to remark that 
it is too hard to get a down payment 
on a $100 machine. It has always 
been hard to get a down payment. 
People may have earned more money 
in 1929 than they do today but they 
spent more and the poor salesfnan 
had just as much difficulty dragging 
out the old down payment in prosper- 
ous times as he does today. But get 
it he will if he has put his idea across. 

“Second, I would build my sell- 
ing organization around the salesman, 
not around advertising. The salesman 
is the spearhead in the specialty sell- 
ing attack. The first thing I would 
do would be to set up a commission 
margin that would enable a man who 
sold good washing machines to make 
a good living. What advertising I did 
would be to back up these men and 
put the features ot the machine before 
the public. [| would not teature price.” 

“However, salesmen, even in the 


will hoost commissions. 


most ideal set-up, will give a_per- 
formance that is spotty. In one store 
you can see deft selling and build-ups 
that push over the high commissioned, 
profitable washers—in the next place 
they will have difficulty moving $39 
machines. Something is haywire here, 
and sales training is moving in to cor- 
rect and coach the men.’ 

The sound film, the staged demon- 
stration is visualizing the most effec- 
tive technique for washer salesmen 
and we have proof that it works. 
With 87 per cent of all impressions 
coming through the eye, it is a rare 
fellow who will not imitate some of 
the smoothness, some of the technique 
of the expert, and apply it in his own 
work. 

Will salesmen co-operate to get this 
coaching? Look at it this way. A 
salesman may only take ten minutes 
to sell a $39 machine to a woman 
attracted by price advertising. It may 
take him a half hour or more to move 
a $69 model. That extra half hour's 
work is richly paid for by the dif- 
terence in his commission check. Why 
wouldn't he be willing to gamble this 
additional time if the boss will show 
him just what to put into his per- 
formance to make it more effective ? 
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IN EVERY PRICE CLASS 
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On the RecorD 





MERRILL E. SKINNER 
The chairman of Niagara-Hudson’s Merchandise Sales Commit- 
tee, consults some figures and emphasizes a point as he tells of 
the company’s plans to re-enter the appliance merchandising field 
in Buffalo. 


HE Niagara- Hudson System, 

powerful utility group, operat- 
ing in Buffalo, Utica, Syracuse, Al- 
bany and two-score other upper New 
York State towns, are headed back 
into appliance merchandising after a 
two-year lay-off. 

In an interview with Merrill Skin- 
ner, chairman of the merchandise sales 
committee of Niagara-Hudson, ELEc- 
TRICAL MERCHANDISING learned that 
the company’s intention to resume 
active promotion and sale of appli- 
ances would be given its start in the 
territory served by the Buffalo Gen- 
eral Electric Company. Sales, to be- 
gin with, said Mr. Skinner, would be 
confined to electric ranges and elec- 
tric water heaters. In addition, a 
special group of salesmen are to be 
put on to develop the sale of low- 
priced, long-term financed refriger- 
ators of the lift-top type to break into 
the low-income market that has hardly 
been tapped. 

Washers, ironers, radio, regular- 
line refrigerators and heating appli- 
ances would not be made a part of 
the merchandising program, Mr. Skin- 
ner said, because distribution through 
the regular channels of trade were 
producing a satisfactory volume at the 
present time. The range and the 
water heater, on the other hand, 


needed the intensive promotion and 
sale that only a strong, well-managed 
utility merchandising operation could 
give them. 

The decision to enter the low-price 
refrigeration field was another inno- 
vation. ‘ 

“We do not intend to interfere or 
compete with dealers in the sale of 
refrigerators in the normal price 
brackets,” Mr. Skinner told the re- 
porter. “Dealers are already doing a 
volume business on this merchandise. 
The lift-top type of refrigerator is an- 
other story, however. Dealers are not 
pushing the sale of them generally be- 
cause of the very low margin of profit 
afforded. Yet the fact remains that 
there is a great market among the 
people with $1,500 incomes and less 
which is not even being tapped. The 
average dealer would not look on some 
of these people as even remotely being 
prospects for refrigerators. In many 
cases, they are using ice in a limited 
quantity and in most cases they have 
no form of refrigeration at all except 
the window ledge. The only possible 
way to cultivate this market is to pro- 
vide a refrigerator that will do the 
job, selling in the $70 price range, and 
to make it possible for even the poorest 
family to buy, by making the terms 
long enough to bring the payments 





REX COLE ON THE PLATFORM 
Introduced by Paul Dow, director of GE's Kitchen Institute, 
Rex Cole, New York distributor, greets dealers and salesmen 
gathered in New York to view the new line of appliances for 1935 
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down to an absolute minimum. 

“As the dealers are not actively cul- 
tivating this market, we are going to 
experiment with our own sales crew 
in the Buffalo area.” 

Although a policy of decentraliza- 
tion was being put into effect in the 
Niagara-Hudson territory, Mr. Skin- 
ner said, the effect of the return of the 
Buffalo company into active appliance 
merchandising would be carefully 
studied. Indications are that the other 
operating companies of the system 
would follow suit, although no state- 
ment has been made to authenticate 
the move. 

When the Niagara-Hudson System 
went out of merchandising two years 
ago, the salesrooms of their various 
branch offices were turned over to the 
dealers as showrooms. Dealer sales 
have been satisfactory, according to 
Mr. Skinner, except in the range 
and water heater lines. Recently, a 
financing plan for dealers was put 
into effect. It is called the Economy 
Purchase Plan, and provides for the 
collection of accounts by the power 
company and the guarantee of the 
dealer’s paper. 





CHARLES A. COLLIER 
The commercial vice president of 
the Georgia Power Company has a 
new idea — renting electric refrig- 


to 45,000 minimum bill 


customers. 


erators 


Georgia Power are starting an- 
other new one — refrigerator rentals. 
Analysis of company billings showed 
that there were 45,000 domestic cus- 
tomers using less than 35 Kw.-Hrs. 
a month. These customers obviously 
had not been sold electric refriger- 
ators. And so it was decided to take 
a lift*top type refrigerator (GE) and 
offer it to these customers on a rental 
basis. Terms: For the first year, $1.25 
a month for a new box, during the six 
cold months, and $2.25 a month, dur- 
ing the six hot months. For the next 
four years, $.75 a month during the 
cold months and $1.75 a month dur- 
ing the hot months. The latter terms 
apply throughout the five-year period 
if the customer accepts a used refrig- 
erator. 

Difference in monthly payments is 
obviously for the purpose of prevent- 
ing customers renting a refrigerator 
during the summer and then turning 
it in in the fall. After five years of 


rental, the refrigerator becomes the 
property of the customer. They may 
buy it at any time during the rental 
period less a credit of 50 per cent of 
the total rentals paid. All rented re 
frigerators will be installed and ser 
viced throughout the rental period by 
the company. 

In many ways, the new plan re 
veals the thinking that is going on in 
utility commercial circles on low-use 
customers. 





“BABY TUB” WASHER 
Discovered recently at the Horton 
factory was this washer label from 
one of the company’s earliest ma- 


chines. Lutheran ministers were 
used to distribute this washer on 
a 50-cent commission basis. They 
sold for $8 and $10 and because 
they were considered an extrava- 
gance were featured as a child's 
bath tub. Sticker shows a child sit. 
ting in the washer tub. 


After less than one year’s operation 
RCA Radiotron have abandoned 
the consignment method of selling 
radio tubes—a system that is reputed 
to have cost them $1,000,000 to put 
into effect. Lack of active support and 
cooperation on the part of the radio 
and appliance trade was given as the 
principal reason for abandoning the 
consignment method of selling. While 
consignment selling provided for the 
maintenance of tube list prices - 
whereby dealers would be in a posi- 
tion to make more money—the con- 
signment plan, due to its inflexibility 
laid the RCA Radiotron company 
open to sharp-shooting on price from 
other aggressive tube manufacturers 
in the highly competitive replacement 
radio tube market. 

Aggressive discount selling appeals 
to the majority of radio retailers, ac- 
cording to E. T. Cunningham, presi 
dent of the company, who announced 
that beginning with April 1 outright 
selling without restrictions would be 
resumed. An effort will be made, of 
course, to convert present consigiec 
accounts into active distributors. 

At the same time reductions in the 
prices of the biggest selling tubes 
reductions amounting from 15 to 20) 
per cent—were announced. 

Having had its fling at trying to 
stabilize the tube industry through 
their controlled agency plan, RCA 
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2. NEW COOKER inicnt) 
lot weather and picnic appeals have placed a mil 


on Kverhot Cookers in American homes. Lower 
lectric rates, renewed interest in electric cooking 


and the new. large «ize, low priced Model Ht’. 18 
ould make this another banner cooker year 
A s ts @ companion to the Koester in style, 


wauty. finieh, value. Write at once for prices and 
nformation about generous promotional »llowances 








5. Klenzeir 


here's always a market for hot 
weather ‘omfort. Nearly every 
dfice, home and store is a pros 
pect for Kienzair. Washes, cools 


ties, (toasts, 
umidifies 6,000 cu. ft. of air 


electrical way 
an hour Kille odors, Relieves 


hay fever 


—- 
jaar 


6. Model 630 Compakt 7. Model 625 Compakt 


Electric range utility at a mod 
te price Roasts, boils, broils, er cooking in apartments, «mall 
bakes the COOL homes, summer cottages. No 
Keautiful, com 
pact, pradtical. Opens up an un 
couched source of profits 





1. NEW ROASTER 


Women want large roasters. They want 
beautiful roasters, too. The New Everhot 
is both—extra large, strikingly beautiful. 
Holds large turkey or 10-tb. ham—fin- 
ixhed in the new ‘‘gunalloy”’ haked enam- 
el with chrome trim and cover. Fries, 
hakes, roasts, cooks combination meals, 
does cold-pack canning—7 pts. at «a 
time. The smartest, most useful roaster 
you can offer to your trade. Priced for 
volume hot weather business. Can be 
made automatic with our sew ‘‘Mark 
Time” switch. 






3. NEW CASSEROLE (err) 


Another Everhot product that will make sales 
history this summer—a Caserole that is large 
enough for roasting and baking. Capacity, 3% 
quarts. Trimmed in chrome. Finished in the new 
“‘gunalioy™ baked enamel that hecomes more 
beautiful with ase. A year-round necessity in 
every home-—at & most attractive price. 





4. KOOKMASTER (asove) 

\ complete cooking anit for the small riment 
and light housekeeping market —backed one of 
he most effective sales plans ever conceived. Be 


ure we eet 





(joo 


For casserole and surface burn- 


summer stock is complete with 
out a few Model 625's. Properly 
displayed, it sells iterlf 


THE SWARTZBAUGH MFG. CO., Toledo, Ohio. 


Send information about items checked. 
] Everhot Roaster 


] Everhot Casserole }] KOOKMASTER 
) Klenzair 
NAME 
] Model 625 Compakt 
} Model 630 Compakt CE. ci cinycnadacdpeetnasedscierreeen 


) Everhot Cooker 
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Radiotron apparently came to the 
point where they felt they had been 
holding the bag too long. Price cut- 
ting and discount selling raged merri- 
lv around them and the inevitable loss 
of volume and market position forced 
them to their present change. 


Westinghouse have just announc- 
ed a substantial reduction in the prices 
ot incandescent lamps. Common sizes 
trom 15 to 60 watts will be reduced 
20 per cent. These comprise some 60 
per cent of the Westinghouse output. 
The announcement was made by D. 
S. Youngholm, vice president. A simi- 
lar announcement was made by Ed- 
ward J. Poor, chairman of the board 
of Hygrade Sylvania Corporation. 
Price reductions will be as high as 
25 per cent in some cases, Mr. Poor 
said. 


(Orders received by the General 
Electric Company in 1934 amount- 
ed to $184,000,000 compared with 
$143,000,000 in’ 1933, an increase of 
29 per cent. Sales billed amounted 
to $164,797,000 compared with $136,- 
637,000 in 1933, an increase of 21 
per cent. Net profits available for 
common stock amounted to $17,151,- 
000 compared with $10,855,000 in 
1933. This is approximately 59 cents 
per share compared with 38 cents per 
share in 1933. Dividends in 1934 
were 60 cents per share compared 
to 40 cents in 1933. 

The 50,000 employes of the Cien- 
eral Electric Company earned $75,- 
227,000 an average of $1,515—a I4 
per cent increase over the year before. 

The above facts were presented to 
the board of directors at the annual 
March meeting. 


The season of big orders is here. 
Crosley reports an order for 125 
carloads of refrigerators, worth $1,- 
000,000 from Apollo Distributing 
Company, Newark, N. J. Dave Slo- 
bedian, president and Fred Goldberg, 
secretary-treasurer gave the order to 
H.-F. Richardson, assistant to Powel 
Crosley, Jr. 


And then we notice in the current 
Maytag News that the Maytag 
Pacific Intermountain Company, 
Portland, O., have started the washer 
season off with a bang by ordering a 
complete trainload of washers from 
the Maytag plant in Newton, la. T. 
A. Moler is president of the Portland 
distributorship. We notice in the same 
issue, by the way, that the Wilson 
Electric Company of Washington, 
Charleroi and Canonsburg in south- 
western Pennsylvania finished 1934 
business with a record of 2,002 wash- 
er sales. A large percentage of the 
washers sold were the high - priced 
model and a good proportion of the 
company’s salesmen averaged over 100 
washers a piece. High salesmen sold 
200 washers. 


Mother's Day—S mday, May 12 
has always been a boon to the tlorists 
und the boys who sell candy. GE’s 
Hotpoint Appliance Section does- 
n't see why it shouldn’t be high time 
ro get over the idea ot giving useful 
ntts—"Sensible Gifts” is the way to 
put it —and sell a tew table appliances. 





And why not? Christmas has proven 
that the useful gift idea works. Any- 
way, according to G. H. Libbey, su- 
pervisor of sales promotion for heat- 
ing devices, GE are going to give it 
a shot. They've gotten out some pro- 
motion showing irons, waffle-irons, 
cotfee-makers and mixers as suggested 
gifts, fixed up a special gift package, 
are mailing a broadside to 25,000 re- 
tailers and are giving the idea a big 
play in consumer and trade publica- 
tions during Vay. 


The now famous I. E. S. Reading 
Lamp is to undergo some important 
revisions by its originators. Original- 
ly designed for a 100-watt mazda 
lamp, it may now be altered to use a 
10-100-150 watt, three-light lamp 
which manufacturers expect to have 
ivailable on June 1. These revisions 
are expected to give the makers more 
leeway in design and encourage more 
individuality. In addition, I. E. S. 
announces that requirements in the 
way of the quality of the material 
used and dimensional precisions are to 
be made a little less severe. A com- 
mittee of experts is to be formed to 
pass on any lamp submitted to them, 
the performance of which is equal to 
or superior to present Reading Lamps. 


New York Power & Light 
Company, Albany, N. Y., got off 
to a flying start on 1935 business by 
(1) announcing a rate reduction sim- 
ilar to “free electricity” offers and 
(2) announcing that appliance sales of 
cooperating dealers would be financed 
through the company. The latter ar- 
rangement has been called the “Econ- 
omy Purchase’ plan and provides for 
the company’s doing a bill collecting 
service for the dealer and providing 
him with financing accommodation 
through the big finance houses. Paper 
will be guaranteed by the utility. 
Chiefly it is of interest to the smaller 
dealers who have had difficulty in 
getting financing accommodation, ac- 
cording to J. H. Van Aernam, com- 
mercial manager. 

\ review of dealer's 1934 business 
in the towns covered by New York 
Power & Light show considerable ad- 
vances over ‘33 business. Comparative 
sales for the two years are as follows: 


1934 1933 
Refrigerators 10,843 8,778 
Washers 8,275 6,309 
lroners 625 369 
Cleaners 3,565 2,473 
Radios 10,411 8,377 
Ranges 763 623 
Pumps 263 204 


Those are the unit sales of appli- 
ances sold by dealers in the towns of 
Albany, Amsterdam, Canajoharie, 
Cobleskill, Glens Falls, Gloversville, 


Greenwich, Hudson, Port Henry, 
Saratoga, Schenectady, Troy and 
Warrensburg. 


The Graybar Electric Com- 
pany has recently moved into new 
Los Angeles headquarters. The new 
building, which is all electric through- 
out, is located at 2nd and Santa Fe 
Ave. The structure ts heated electri 
cally and has electric water heating 
equipment, besides boasting an ex- 
tremely effective lighting job in both 
office and warehouse. Not a single 
gas, oil or other fuel outlet is found 
in the butlding. Adequate parking 
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space for customers and employees, a 
two-way loud speaker intercommuni 
cating system, conveyor chutes and 
other conveniences are included in 
plant facilities. 


A rental plan tor selling electri: 
ranges is in force in the City of 
Burbank, California, sponsored by 
the city public service department, 
but open to cooperating dealers as 
well. The rental fee charged is $1.50 
per month, with an additional charge 
of 25 cents each for electric clock 
and for the “thrift cooker’. No range 
may be rented for less than six months 
or for more than twelve, although of 
course the customer may decide to 
purchase the equipment or any other 
higher priced range at any time. The 
six months rental fee must be paid 
in advance by those not owning their 
own homes. Contracts in case of pur- 
chase range from six to 36 months. 
All rental paid up to the time of pur- 
chase is credited on the contract. A 
$10 trade-in allowance is made on 
old equipment, $4.50 at the time of 
rental and the remainder in case of 
purchase. The plan is intended as a 
trial purchase offer and not as a sim- 
ple rental scheme such as in effect 
in certain localities in Canada and 
in Shanghai. 


Henry H. Swink, Sparta, Tenn., 
Frigidaire salesman is the new presi- 
dent of the Frigidaire B.T.U. Club, 
honor sales organization. Swink, a 
member of the Tennessee Power 
Company's sales force sold the high- 
est percentage of quota of any of the 
18,000 salesmen, supervisors and deal- 
ers in the United States according 
to H. W. Newell, vice president in 
charge of sales. The Spartans could 
take it, all right. Vice president of 
the organization is Cecil E. Kirby, 
salesman for the Domestic Refrig- 
eration Company, Miami, Fla. He 


was vice president in 1932 also. 


Savage Arms Corporation con- 
ducted the first of a series of educa- 
tional air-conditioning schools at its 
Utica plant recently. The meeting 
was attended by Zephyr-Air Distrib- 
utors, dealers and service men. To 
round out its line Savage have an- 
nounced the Zephyr 90, an all-year 
air-conditioner with a capacity of 
4,000 c.f.m. and 10 tons refrigeration. 


Gibson refrigerator sales in Janu- 
ary were 111 per cent over the same 
month last year. The opening of a 
general sales office in Chicago, under 
L. E. Taufenbach, has had a lot to 
do with the pickup, it is said. 


The West Penn Power Com- 
pany, Pittsburgh, put a new promo- 
tional rate in effect recently and _re- 
port gratifying increases in appliance 
sales. The new rate is in three blocks: 
Up to from 25 to 50 kw.-hrs. at 6 
cents; all further use up to 150 kw.- 
hrs. at 3 cents and all kw.-hrs. over 
150 at 1% cents. 


Sears Roebuck has just opened 
a store on the snootiest avenue in 
New York City—Park Avenue. The 
store, according to H. W. Bissell of 
the New York branch will be devoted 
almost entirely to the display and 

(Please turn to page 41 
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ELECTRIC RANGES 


RIM, smooth-flowing, charming 
lines . . . strikingly smart in their 
appearance. Lustrous new Silver Pearl, 
Amber Pearl or Green Pearl finishes, 


A / enhanced by sparkling chrome trim. 
20 $peee The sort of eye appeal that instantly 


Patented, exclusive air-insulaed de. afOuses feminine admiration—that makes 
sign increases efficiency. Induced 

draft promoes | WOMeN want to buy! 

speed. Concen- 


fey anton Such added features as electrically heat- 
ciency Noor  €d Warming drawer — convenient uten- 
pe of unit is . 

faser or more =» Si] COMpartment — flush type Handy 


economical. 


emiuiitiaeis.<: imine Cooker or detachable Cook-a-dor — 
Beneath this glistening surface lies attractive lamp, condiment set and 


the rugged, sturdy construction, the 


inbuil lity which, thro 1 = 
mesh goon ty om ane an tray —features that are useful, that pro 
a - ~ free of the “low duce sales response! 


..-Wire or write for the complete facts about the new 1935 L&H line... 


A.jJ.LINDEMANN & HOVERSON CO. 


MILWAUKEE,WIS.NEW YORK, CHICAGO, SAN FRANCISCO 





PAGE 21 











By 
GERALD E. 
STEDMAN 


TERE it not for the fact that 
\ everything bought must cer- 

tainly be paid for we would 
live in a productive Utopia, in which 
appliance merchants, so far as the 
movement of goods is concerned, 
would wear out a lot more tires on 
their delivery trucks. The inescapable 
plague is finance and it is the particu- 
lar headache of most merchants. I 
have conducted surveys among them 
for the past five years, and have seen 
this problem gradually mounting in 
importance to where in early 1935, 
among over 5,000 appliance merchants 
questionnaired 72 per cent rank the 
problem of financing installment pa- 
per as second only to that of hiring 
salesmen, which I discussed in the 
January issue of Erectrricat Mer- 
CHANDISING. And, reading their in- 
dividual comments about it, I’m here 
to tell the cock-eyed world it is no 
laughing matter . . . and it is some- 
thing that all too often one cannot 
get humorous about! 

The problem is inescapable because, 
by latest authoritative research, 85 
per cent of the employed families of 
this richest of nations are earning an 
income now less than $1,800. When 
you get through paying 40 per cent 
for food (now even more with rising 
food prices) and another 55 per cent 
for other necessities, recreation and 
pleasures—including that rare ecstasy 
of paying nine different kinds of taxes 
on your car—it takes a clever home 
manager to save more than $100 per 
year of such a salary. Obviously she 
can’t go in for a lot of home conveni- 
ences on the basis of paying cash, no 
matter how much she desires them. 
And she doesn’t, as is proved by the 
fact that 80 per cent of all appliances, 
except those of a minor nature, are 
bought on a monthly installment basis. 
Czsar’s ghost! They are even selling 
hosiery in Chicago on a weekly pay 
plan now — the darn things develop 
runners before they cause a run on 
the bank. If things that “lowly” have 
to be financed on a time basis—the ne- 
cessity of almost total installment sell- 
ing of refrigerators, washers, oil burn- 
ers, ranges and other home conveni- 
ences is, | affirm, inescapable and I’m 
ertainly not telling you anything new 
n that. The question is what to do 
about it? 

At least four of each five prospects 
tor any major household appliance are 
going to buy on time, if at all. That 
means that if any dealer salesman at- 
tempts to sell on a cash basis alone 
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‘lime Payment 


he will be limited to a 20 per cent 
selling opportunity and on that basis 
he cannot hope to survive. Thus, 
whether we want it or not, a financ- 
ing method is an all-important con- 
sideration of salesmanship. No matter 
how able one is to create desire to buy, 
he must likewise be able to provide a 
buying method on a reasonable month- 





ly basis. Thus, installment selling is 
an essential element of creative sell- 
ing—or it can be made so. 

As I go about interviewing sales- 
men, I am dumbfounded (or perhaps 
confounded is the word) by the little 
use which dealers and salesmen make 
of the convenient buying method. They 
seem to hang out for the cash until 


they see it is hopeless. Or they fail to 
mention it in connection with the eco- 
nomic justification of the purchase. 
Often, they have a finance plan that 
is peppered with such high charges, 
particularly with washers, that they 
dread the moment of its fatal dis- 
closure. Naturally, their sales story 
suffers and the customer ioses interest. 
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$9.73 a month 








average savings shown by 











the use of electrical refrigeration. 
One of the facts to sell your banker on the 


low risk and high character of appliance time paper. 
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Often enough, the manufacturers 
they represent, failing to see its im- 
portance as a creative sales considera- 
tion, leave its mention entirely out of 
their sales literature. There is little 
standardization about it and a lot 
that is often buried or concealed in it. 
Few are handling it as a real sales 
weapon—and so this next truism you 
not only sell the product but you sell 
its budget payment plan. And you 
must arrange, in one way or other to 
have an easy economical one that 
makes it easy to buy. Either your 


l 


manufacturer must come across with 
a nationally-based finance plan that 
doesn’t plaster your business future 
with commitments, or demand the 
knobs of the prospect’s front door, 
or you should start right in now to 
educate your local banker on the 
great, safe loaning opportunity that 
is his with your consumer paper ; par- 
ticularly since banks are now glutted 
with indolent money that helps no 
one-so long as it is not used. 

I say there is something utterly 
putrid about many financing methods. 


netputiay on a $10 monthly payment 
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Sell 


pawn. broking 





High use savings 
by appliances in proportion 
to the monthly payment re- 


| duce financial risk. 


the local banker and reduce 


this idea to 


interest rates. 








I know a whiz-bang merchant in Ra- 
cine, Wisconsin—that is, he once was 
but now is no more. Why? Well, he 
was such a producer and he tied up 
so much of his capital in finance re- 
serve commitments that he was finan- 
cially strangled to death. With an 
ability to sell rings around everyone 
else, he was forced to sit idly at the 
front of his store and see business go 
to others with inferior products, while 
he waited for enough paper to mature 
to release a little capital that did noth- 
ing more than irriate him into perdit- 
ion. And there are merchants through- 
out the country, now reading this ar- 
ticle, who are up the soft oozy creek 
for the self-same reason! Yes, sir! 
They have their shirt in the wringer. 
My notion is, and I suppose I'll now 
get Hawaiian leis from some sources 
for this statement, that installment 
paper should be based on consumer 
worth rather than to be centered en- 
tirely upon dealer worth. Think that 
over a minute. 

The fellow who can sell should be 
able to, without any barriers, particu- 
larly when repossession risk in elec- 
tric refrigerators, for example, is less 
than one-half of one percent. What 
the gosh darn are all these finance 
charges, these credit investigation ser- 
vices, and collection systems of the 
national finance concerns for, if it is 
not to stand so responsible for safe 
consumer paper as to permit the en- 
terprising, honest, and sales-conscious 
merchant to sell and to get 100 per 
cent return? After all, he’s supplying 
customers to them just as certainly as 
they are giving him the ability to sell 
—why throttle him just when he’s 
getting good? 

From another angle, it is patently 
out of step with the new order of 
things, and it is out of step, whether 
we like it or not to ask a finance 
charge (plus interest) up to $14 or 
$15 on a $49.50 washer, which soaks 
the consumer all the way up to 30 
per cent on just giving her the ability 
to buy. My gosh! the only thing lack- 
ing in that one is the three balls. Sums 
under $100 should be financed at a 
total cost much more within reason. 
True! Investigation and collecting ex- 
pense is the same as on higher amounts, 
but that is a problem for the finance 


companies to solve. They talk about 
wanting installment selling procedure 
to be a tool of creative selling, used es- 
sentially in every presentation. Then, 
let them begin to figure on how to 
make it possible on certain lower- 
priced appliances without having to 
dig out the gold in the family teeth. 
Boy, I see from the consumer and 
dealer angle on this finance question. 

Finally, before I get through giv- 
ing vent to my feelings, let me say 
there is something decidedly Bentur- 
pintined in the viewpoint of an eco- 
nomic system that withholds 20 to 
25 per cent of buying power from the 
possession of permanent, constructive 
home appliances that add to the joy of 
life; just to pay finance charges and 
interest. At best, this drain on the 
family purse for a needed service 
should not be more than 15 per cent. 
(I'll get telegrams that I’ve gone loco, 
but none of them from appliance 
merchants. ) 

There are three ways to handle in- 
stallment paper: (1) through a fi- 
nance company, (2) through a local 
banker, (3)by the merchant himself. 
Since the latter really has no finance 
problem, I’m thinking of the other 
two—and from the angle of a mer- 
chant, which is really the only way 
to look at it for, after all, he is ren- 
dering the greatest of consumer ser- 
vices. imagine me an appliance 
merchant, and I covet that opportuni- 
ty someday, while we take the finance 
machine apart and see what makes 
it tick! 

As an appliance merchant, I know 
that I have the sweetest line of prod- 
ucts, from the standpoint of their be- 
ing financed by monthly payments, 
of any that exist. Why? Because most 
of them are able to finance themselves. 
If you read last month’s ELectricay 
MERCHANDISING (and I don’t see 
how a dealer can turn himself into a 
good merchant unless he reads each 
issue), you were provided with ir- 
refutable evidence that a washer saves 
up to $96.72 per year from the use 
savings, compared with public laundry 
service, it creates. I have the report 
from thousands of refrigerator owners 
on my desk which indicates that their 
use-savings, irrespective of poor selec- 
tion of cabinet size in relation to the 
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REPAIR SERVICE SHOWS 
“NEW TYPE” PROFIT 
FOR APPLIANCE DEALER 


Proves Key to Live Prospects 


The most profitable way to dis- 
cover out-of-date appliances or 
the need of additional ones lies 
in carefully checking repair de- 
partment records or the estab- 
lishment of a repair service for 
just this purpose. 


Keep in Contact with 20 Million 
Appliance Users 
About 85% of the almost twenty 
million washers and cleaners 
which current statistics indicate 
to be in use are in the repair 
stage. While the _ saturation 
point is by no means reached, 
the best market for new appli- 
ance sales lies in replacing obso- 
lete equipment or supplying the 
additional needs of an already 
demonstrated purchasing power. 


Repair Service Cuts High Cost 
Of Cold Canvassing 
Because of wear and oil soaking, 
motor brushes are the most fre- 
quently replaced appliance part. 
In fact, with a well rounded 
brush stock and a few other 
common parts, a repair depart- 
ment can be established as a 
self supporting unit for the sole 
purpose of uncovering worth- 

while leads. 

A well rounded brush stock is 
offered in Ohio's new Universal 
Service Kit No. 3 containing 
brushes, springs and oil wicks to 
fit over 131 makes of appliances. 
It is both adequate and economi- 
cal in having a total of 150 
brushes yet only 19 sizes. 








Priced at $7.50 net to dealers, it 
offers a means of servicing prac- 
tically any appliance regardless 
of make or age thus providing 
the necessary equipment to lo- 
cate live prospects ona profitable 
basis. 
ORDER FROM TOUR JOSSER OR MAIL COUPON 





The Ohio Carbon Co., £.M.C.-1 
12508 Berea Road, 
Cleveland, Ohio 
Gentlemen: 
Please send further information 


about your Universal Service Kit 
No. 3 including list of 131 nationally 
known makes that can be fitted 


Name - 
Address 
City. 
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tamily, averages $9.73 per month. 

Other home appliances, to a lesser 
extent are also able to finance them- 
selves, wholly or partially, from the 
savings they create. This entire sub- 
ject of use savings is to be given a 
great deal of attention by ELEcTRICAL 
MERCHANDISING in the next few is- 
sues. lmportant to realize is this: The 
actual purchasing price is the amount 
of the monthly payment less the 
amount of monthly use saving, and in 
some cases the latter overtops the 
former to the point where it is actu- 
ally an extravagance to be without 
the particular appliance. 

For example, some refrigerator 
sizes can be purchased on terms of 
$8.50 per month, and they will save 
$10 per month in quantity marketing, 
use of left-overs, elimination of food 
spoilage and difference in operating 
cost compared with ice, provided they 
are intelligently used. The result is 
that they are more than self-financing 
and it is a rank extravagance for a 
family to be without them. In the last 
analysis, the real purchasing price is 
never the monthly installment, but 
the amount from which is deducted 
the monthly saving in actual cash 
which the usc of the article makes pos- 
sible. Sometimes, as I say, from this 
angle, there is really nothing to fi- 
nance, and at other times just a small 
amount per month, which certainiy 
reduces the finance risk, but is a mat- 
ter which neither national finance 
company or local banker seem to con- 
sider. 

Automobiles, radios, and many oth- 
er products create convenience, pleas- 
ure and many other use advantages, 
but are unable to create use savings. 
Home appliances, on the other hand, 
provide added comfort while at the 
same time, create these use savings 
which make them, wholly or in part, 
self-financing to the point where they 
constitute no drain on the family purse. 
They merely constitute a shift of ex- 
penditure from something more ex- 
pensive that is eating into their in- 
come. Therefore, they are the finest, 
safest, least troublesome of all types 
of consumer installment paper, being 
a sure collateral upon which anyone 
can loan, providing reasonable investi- 
gation of the prospect’s honesty is 
made. 

The only hazard comes from the 
mobility of such appliances as vacuum 
cleaners which are easy to vamoose 
with. 

The point which, perhaps labori- 
ously, I am trying to make, is that 
either national finance companies or 
local bankers must recognize that in- 
stallment paper of home appliances 
is safer than any other product be- 
cause they finance themselves; and to 
the degree they do this, they should 
be considered in leniency of credit 
terms. Once a company who extends 
finance assistance is assured that a 
merchant is selling from the use-sav- 
ings angle and with reasonable caution 
that the purchaser will stay employed, 
the real risk is much less than the ac- 
tual monthly payment involved and, 
therefore, should be reflected in lower 
finance charges. 

Well, as an appliance merchant, 
what should I have from a national 
finance company, other than rates that 
make a hazard of selling? I ought to 
completely recover my capital in mak- 
ing any appliance sale. I ought to be 
able to extend low rates on purchases 


under $100. They should give me 
some deal whereby I can sell two ap 
pliances or more by the extension of 
monthly maturities, to the point where 
both can be as easily bought as one. 
For example, washers alone are usu- 
ally offered only on 12 monthly pay- 
ments, when if sold with a refrigera 
tor, they could take the longer maturi- 
ty of 24 or 30 months. 

Finally, 1 should be able to afiord 
my satisfied customers some progres- 
sive arrangement by means of which, 
having owned some electrical ap- 
pliance for a number of months, 
each could use its ownership plus the 
demonstrated fact of being a safe 
credit risk, to finance some other 
wanted appliance without down pay- 
ment and a néw contractual agree- 
ment over the ensuing months, which 
would make the ability to buy the 
new appliance easier than ever from 
the standpoint of monthly install 
ments. The fact of the matter is that 
these advantages, definite elements to 
creative selling, are being offered by 
some finance companies right now— 
and if offered by some, can be offered 
by all. 

So, as an electrical appliance mer- 
chant, I should be shrewd enough to in- 
sist upon this type of installment sell 
ing terms and support. It is one of the 
greatest sales helps of all! 

A national finance company which 
doesn’t distinguish between paper that 
is able to finance itself, such as home 
appliances with demonstrated use sav- 
ings, and other types of consumer fi- 
nance; which in consequence fails to 
give the merchant these sales advan- 
tages in terms and arrangements, is 
not one which a manufacturer or mer- 
chant should do any business with. 

There are a lot of finance Shylocks, 
who in one way or another make it 
dificult to do business. For example, 
on the front pages of Detroit papers 
one day in March of this year, was 
the story of a finance company who 
waited until a refrigerator owner had 
paid everything but a few dollars on 
her installment contract (totaling 
much more than the retail price) and 
then, armed with a court order, broke 
into her home and repossessed it to 
garner finance charges amounting to 
less than $10. What a big help such 
financing activities are to the sale of 
electric refrigerators! 

The high cost of financing consum- 
er installment paper is unreasonable 
because of the low risk and the ability 
of electrical appliances to finance 
themselves. Rates should not be sim- 
ilar to other products, such as auto- 
mobiles. If national finance companies 
cannot be made more generally to rec- 
ognize this, then the merchant has a 
chance to remedy the situation by ap- 
pealing to his local banker, particular- 
ly since the government, under the 
Federal Housing Act, is encouraging 
such locally-financed purchases. 

I have reports from over 1,000 
bankers on my desk on the matter of 
financing installment paper. They 
prove eagerness to handle such paper. 
They know they sunk their money 
in foreign bonds, industrials, and 
whatnot that deflated fast. They know 
that the safest collateral in their port- 
folios are local loans to business and 
individuals whom they could investi- 
gate, and whose credit history they 
were in touch with. They realize that 
they let the installment payment op- 

(Please turn to page 3 








CLASS COFFEE X/ 


ILEX is revolutionizing the manner of 
the old metal taste. Silex is selling! Big 
promotions are in full swing in all cor- 
mers of the country. Alert merchandise 


Silex is their No.1 load builder. Silex 
is just the item for promotions — the Silex 
Jc. in 6 and 8 cup sizes at $4.95 (Every- 
day Kitchen Model without electric stove 
at $2.95). Ics molded handle, neck collar 
and stove base are featured in a choice 
of black or RED. The glass is really Pyrex. 
Washing is far simpler and much quicker 


Glass Coffee Maker 


write today to 
THE SILEX COMPANY 
HARTFORD, CONN. 


Exclusive features of Silex protected by more than 
30 patents 
EES 


to your secretary 


Don’t let me forget to get 
details on Silex 
ELE AIEES  — ATN 
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Model 5 WE—a washer of unusual beauty 
with Thermo tub construction, with auto- 
mobile type start and stop control lever, 
automatic electric lighting, automatic side 
bar reset, and 4-ROLL wringer. Five other 
models at wide price range. 


4-ROLL Wringer gives 
automatic safety — no 
wrap-around nuisance 

- double wringing in 
one operation—doubles 
life of rolls. No reverse 
levers — no safety lev- 
ers. Almost human in 
operation. 


FAIRBANKS-MORS 
RADIOS - REFRIGERATORS 





Hydrotor gives over 
20% more water action 
than ordinary washer. 
Slow speed operation 
insures faster washing, 
better cleansing and less 


wear on clothes. 
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@ Are you tired of swapping dollars 
with your washing machine customers? 
Are you sick of selling $39 washers? 
Are you interested in making a real 
washing machine profit? 


Then investigate this new Fairbanks- 
Morse line of washers and ironers. It 
has every essential needed to insure 
worthwhile profits: Wide price range. 
Eye appeal. Sales-clinching features that 
justify a real profit. Added improve- 
ments in each model that enable a wo- 
man to see and realize the added value. 









Model 5 NB (at right) is protected by cabinet when not 
in use. The stainless porcelain top makes a convenient table. 





And more important still—this line 
bears a confidence-building, 105-year-old 
name, famed for stability and business 
integrity. 


Write today for full details on the 
Fairbanks - Morse franchise for home 
laundry equipment.~ Learn WHY this 
new line is the key to greater washing 
machine sales and increased profits for 
you. Get the facts now while dealer 
franchises are still available in certain 
localities. Fairbanks-Morse Home Ap- 
pliances, Inc., 430 S. Green St., Chicago. 
Cable Address — FAIRMORSE, CHICAGO 


Model 5 NB Ironer (at left) 
has two heating elements, two 
thermostats and three heating 
ranges. Fingertip, full auto- 
matic operation. Has steel 
gears of special alloy, self- 
lubricating bronze bearings, 
lifetime lubrication. Capacity 
— 19 square feet per minute. 
Two models at popular prices. 
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“| AUTOMATIC CONTROL > 





Here is the signal light contro! 
with 21 calibrated heats. Re- 
moves all possibility of cook- 
ing failure and flashes off and 
on during the cooking process. 





Porcelain enameled Cooking 
Sets for all model Roasters. Now 
packed with Bake Rack. Foods 
cannot touch metal while cooking. 
Easy to clean as a china plate. 
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Here it is —the stepping stone to Electric Range ownership. It's marve- 
lous — this new NESCO Electric Roaster with automatic temperature 
control. Just think of it — 21 heats scientifically calibrated for perfect 
cooking results. Adjusting Knob has built-in pilot light that signals the 
proper pre-heating temperature and provides a comfortable assur- 
ance of economical operation . . . This new Roaster has a capacity for 
a 16 lb. turkey or a complete family dinner for eight or more people. 
It is guaranteed to roast and bake as fast as any insulated range 
oven, yet consumes no more electricity than any good table appliance. 
It is thoroughly insulated, both sides and bottom. 

NESCO offers the only complete line of Electric Casseroles and Roasters made, 
in addition to the largest Roaster. There are five numbers in the line — one for 


every family need and pocket-book. Talk with your distributor about the new 
April Special on NESCO — “A Big Profit Package” with plenty of sales helps. 


NATIONAL ENAMELING 
AND STAMPING COMPANY 


Executive Offices: 270E — North 12th Street, Mitwavkee, Wisconsin 


Factories and Branches: BALTIMORE — MILWAUKEE — GRANITE CITY, ILL — PHILADELPHIA 
NEW ORLEANS — CHICAGO — NEW YORK 
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UBERT H. ANDERSON, 
owner of the Hot-N-Kold Shop, 
Burlingame, California, doesn’t allow 
moss to grow on his old customers. 
“Old customers are good only when 
you can sell them on replacements— 
a new washer or an up-to-date refrig- 
erator in a new color scheme.” He 
says, referring to a system he devised 
recently, “the trouble with many of 
us electrical appliance dealers is that 
we are apt to forget our old cus- 
tomers, and what is one good reason 
why they often forget us.” 
¢ system Anderson now uses has 
already resulted in the sale of new 
equipment to customers that hadn't 
purchased new appliances for the past 
ten or fifteen years. Recently it result- 
ed in the sale of a new washer to a 
customer who had a 1915 model. 
The system ferreted out the ancient 
customer, helped to sign him on the 
dotted line for a brand new washer, 
the old speciment being traded in 
with Anderson. Wherewith the en- 
terprising electrical mercahnt made a 
display of it in his store along with 
a new model, and set the town talk- 
ing about it. 

“I took the old ledger books out 
of the attic,” says Anderson, “and 
transcribed the information on 8x5 
cards, which I filed in a metal con- 
tainer standing at my elbow on the 
desk» Each card contains a complete 
record of past purchases, names and 
addresses and occupation, who in the 
family does the buying, credit infor- 


>» 





USTOMERS 
out of Op ONES 


mation brought up-to-date, and at a 
bottom a classified record for the vis- 
ible index. 

“By means of colored tab signals 
I can lay my hands on all owners 
of washers, refrigerators, radios, elec- 
tric and gas ranges, circulating and 
oil heaters, vacuum cleaners, and other 
types of equipment. I «an also ascer- 
tain, by referring to the indexed por- 
tion of the card, whether the person 
owns a home or rents, and whether 
he has any contract outstanding at 
the time. 

“The thing is very simple and costs 
very little. The cards we printed up 
to give us the kind of information we 
want in concise form. We purchased 
the metal file cabinet with sliding 




















Hubert H. Anderson, owner of Hot-N-Kold Shop, con- 
sulting his fast-thinking customer file. Above, Customer 
reference card used by Hot-N-Kold shop, Burlingame, 
California. 





The old and the new—a display idea used by the Hot-N-Kola 
Shop in comnection with its replacement sales campaign. 


drawers, using a portable model for 
the purpose. As a rule we keep the 
cabinet in back of the store, but when 
necessary can transfer it to a desk in 
the store for the reference of the 
salesmen. 

“Originally we intended it to be a 
record of our old customers, and their 
past purchases in our store. But we 
soon found that it could be used to 
list others contacted by our service 
men. The service men are required 
to report to us on the types of elec- 





View of the Hot-N-Kold Shop, Burlingame, Calif. 
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trical equipment found in the homes, 
and we enter this information on sep 
arate cards. The card tells us how old 
the equipment is, and we use this data 
for sending these people letters and 
printed literature telling about the 
latest types of equipment to replace 
their old models. 

“When we want to stage a cam 
paign on washers, for instance, we can 
get up a list in a hurry of customers 
who have washing machines bought 
prior to a certain date. Our campaign 
goes right home, and as a rule we 
can get favorable sales results. 

“On these cards we also list out- 
standing contracts, and this informa- 
tion is valuable in a different way. 
Sometimes a customer comes in and 
remarks that he made a purchase not 
long ago, and he is interested in some 
new equipment. Referring to the cus 
tomer file while the customer is in 
the store we can tell at a glance the 
type of equipment the customer 
bought, what he paid for it, who sold 
it to him, and we can then talk to 
him uaderstandingly. Usually he grves 
us credit for taking a personal in 
terest in him, hardly realizing that a 
little file box on a desk is doing the 
fast thinking for us.” 
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Reports from major dealers in various parts of the country indicate that 


they are selling more than twice as many Frigidaires this year as they 


-old in the same period of 1934. Here is a straw in the wind that clearly 


indicates the direction of public preference —and the direction in which 


vou should turn for real 
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/ 
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refrigeration profits in 1935. , 
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P~ J NHE department store that ne- 
glects to build its appliance 
operation around kitchen plan- 

ning and modernization is going to 

loose one of its major sources of fu- 
ture sales, according to Martin Jessen, 
manager of W. M. Whitney's, Al- 
bany. 
“Major appliance merchandising no 
longer consists in selling the house- 
wife a refrigerator, a range or a wash- 
er,” says Mr. Jessen, whose model 
kitchen department did a volume of 
close to $150,000 last year. “She has 
got to be sold a conception of what 
her kitchen should look like and be- 
come when modern ap- 
pliances bring it me- 
chanically up to date. 
“It is not a difficult 


The refrigerator display in the Whitney department store. Mr. Jessen is the 
man behind the door. He takes an active part in selling, too. 





When you are talking to the pros- 
pect in terms of her future kitchen 
and the gradual acquisition of the ma- 
jor appliances that will make it a real- 
ity, it is no longer necessary to de- 
pend on price selling. You have sold 
her an idea— that is the main thing. 
She is not going to argue about $99.50 
refrigerators or $44.50 washers which 
mere concentration on the single sale 
would put her in a position to do. 
You can sell adequate capacity—the 
model most suitable to her needs—and 
that is one of the things the depart- 
ment store most needs to do today.” 

“Nlarty” Jessen has certainly proved 
it in refrigeration sales 
where his average price 
is high and in washer 


An ironing machine demonstration in 
progress. Store demonstrations is an 
intégral part of appliance merchan- 
disinge, says Martin Jessen 


men on the job now and expects to add 
another six by the time the spring sea- 


thing to bring her to 
that realibation. The 
appliances are already 
available — all the de- 
partment store has to 
do is help her visualize 
it by building the kind 
of kitchen that not only 
looks the part but which 
is equipped for demon 
Stration. 

“The model kitchen 
serves another purpose. 





MARTIN JESSEN 
in charge of the electrical 
appliance department of 
W. M. Whitney & Co. 
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sales where his average 
price has yet to fall be- 
low $82.50. He had 
better than a 200 per 
cent increase in business 
last vear, too, and he 
says that this year is 
going to be even better. 

He is aiming at a 
quota of 500 retrigera- 
tors. (Frigidaire most 
of which will be sold 
by vigorous outside so- 
licitation. He has nine 


son gets into full swing. Getting good 
salesmen — and keeping them —is a 
tough part of the job, he admits. Two 
of his men left recently to go to jobs 
paying both salary and commission, 
whereas he has been in the habit of 
paying commissions alone. That's one 
of the things that department stores 
may have to face soon, he says. The 
competition for good men ts forcing 
many companies to go to the salary- 
plus-commission basis as an added at- 
traction. 


To offset that, however, he pointed 


The W. M. Whitney department 
store in Albany use the model 


kitchen to get the customer away 


from price com- 
plexes on single 


appliances. 


out that the salesman working for the 
department store had the jump over 
other forms of specialty operations in 
that they had a good company name 
to begin with, were given — as they 
are at Whitney's — some 8,000 cus 
tomer accounts to work on, and have 
special prospect lists prepared of those 
accounts which have paid up for some 
previous major purchase. 

“The department store salesman 
has no need to start his selling job on 
a cold turkey basjs,” he explained 
“There are too many sources of leads 
and business that crop up in the or 
dinary routine of department store 
business.” 

Besides Frigidaire, the department 
carries Easy washers and _ironers 
which are now being sold on a sort of 
meter basis. The customer is supplied 
with a small change bank, free ot 
charge, which is to be used for putting 
in her daily payment. Brought in t 
the store once a week, it is opened 
and the amount credited to her a 
count. Four newspaper ads heralde: 
the scheme and the response has bee: 
gratifying, according to Mr. Jessen 

Salesmen do not specialize. They 
sell, besides refrigerators and washers 


_oil burners (Delco) gas and electric 


ranges, cleaners and other devices. 
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WESTINGHOUSE CRASHES THROUGH FOR RETAILERS WITH THE 
MOST SENSATIONAL FAN MERCHANDISING IDEA IN HISTORY 
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@ We enable Westinghouse dealers to pay purchasers of the new 
10-inch Cardinal Fan in advance for electricity it will use during 
this Summer’s sweltering weather. This amazing offer is backed 
with a full dealer profit—every conceivable sales stimulant — and 
a complete line of fans preferred by the American public. Con- 
vince yourself. See the big profit plan book. Phone or wire 


the nearest Westinghouse jobber for details. Or mail coupon. 








Westinghouse Electric & Mfg. Co. 
Merchandising Division, Mansfield, O. 


I want to know all about your 
1935 Fan Selling Plans. 
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Time Payment Paper 


oa CONTINUED FROM PAGE 24 —— 


portunity slip by them in the ’2(Qs. 
They are anxious to get back into this 
safest of all loaning sources. But, say 
they, long years of shunning them 
makes the average merchant faii to get 
to them with arrangements for taking 
care of all his consumer paper on bases 
that would be of great sales help to 
him. What local bankers once refused 
they will now eagerly agree with. 
They wish merchants would make 
more consumer paper flow through 
them. Just go to your local banker and 
tind out! 

Big advantage in local financing is 
the fact that if the merchant will 
stand responsible for collections, costs 
can be cut down to the F.H.A., rate 
ot 9.7 per cent, giving the banker am- 
ple credit assurance while reducing the 
total finance charge more than half; in 
tact, making it reasonable to buy on 
the installment basis. 

Monthly payment requires a con- 
tmued act of sending or going some- 
where. A national or sectionalized fi- 
nance agency takes care of such col- 
lections without permitting the mer- 
hant to participate. The act of month- 
ly payment could be steered through 
his store and contribute a definite sales 
effect but it doesn’t. Thus, the collec- 
tion charge, without any sales value, 
s a dead waste. And it is a more ex- 
pensive cost than the interest on the 
noney ; running sometimes as high as 
|\ per cent on money invested. My 
thought is that working with a local 
banker, these monthly payments could 
he steered through the merchant's 
store, bringing a satisfied customer in 
|? times during a year, where if the 
right sort of finance plan was set up 
product exposure would lead to other 
purchasing desires. In other words, 
the collection cost could be turned in- 
to promotional purposes and charged 
uit as such to the point where up to 
1) per cent of- the consumer dollar 
would be considered as a sales, rather 
than a financing expense, and there- 
tore absorbed. 

You'll be surprised how tar you 
an get with your local banker if you 
really educate him to the safety and 
profit found in consumer installment 
paper backed up by home appliance 
collateral. Then, if vou are careful 
ibout credit risks and agree on any 
hasis that satisfies your banker to be 
esponsible for collections, turning 
them into a promotional activity, fi- 
lance costs can be cut down to where 
ou can make it easier than ever to 
buy. Try it and see! 

\ly entire point is this: As an ap- 
liance merchant, you are limited by 
irrangements you make to provide an 
easy and convenient buying method. 
Kither nationally or through your lo- 
cal banker, you should set up a sys- 
tem of consumer installment finance 
that would be easy and sales produc- 
tive. And until you do this, you are 
not organized to merchandise as you 
should. 

And so, at + a.m. in Pepys’ style, 
to bed with the thought that next 
month, if the research continues to 
accumulate from surveys, I'll write 
on window display ; another important 
merchant requirement. 
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There is every reason why the 
Norge should be called “the 
washer made to last a lifetime.” 
The durability of Norge’s fa- 
mous De Luxe Gear Case, and the 
extreme ease with which the 
Norge Safety Release can be 
operated even when jammed 
with a heavy overload of cloth- 
ing, are but two of the many 
striking examples of the quality 
that has been built into the 
whole Norge line. This quality, 
we believe, is also reflected 
in the ruggedness and depend- 
ability of the quiet-running 
Sunlight motors which power 
Norge Washers. . . . Sunlight 
Electrical Company, Warren, O. 


T MOTORS 
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Y ARE—2 
CCLEANERS 


* Here's the cause of all the talk—the big new in Vacuum 

Cleaner circles today. Cadiilac’s three big, husky, sales- 
winning wonders are setting new standards in CLEANER SALES 
—cleaner, quicker sales tor the dealer with Cadillac's new ap- 
pearance, performance and price—cleaner sales, too, from the 
point of customer satisfaction, with less cause for come-backs in 
complaints and adjustments—cleaner sales in profit for the dealer. 
Step up or down in price—the new Cadillacs provide a truly 
flexible line for dealer protected sales 


EVERY PURSE & PURPOSE 
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A CADILLAC CLEANER 
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141 


MODEL MODEL 


Has ali the New Cadillac A 
features including new elec 
tric lamp to light floor ahead 
and show result of cleaning 


131 


twin im every essential 
feature of Model 141—even a 
to the new electric floor 
light on front—same size— 


MODEL 122 


Truly a wonder for an econ- 
omy model. Not a single es- 
sential sacrificed, not built 


@FREE 


DEALER 





HELPS 





—a feature in accord with 
national Better Light—Betcer 
Sight campaign. Full size 


same power—same efficiency 
—and similar in design, but 
single-speed ball-bearing mo 


down to the price. A marvel 
for power and range of efh- 
cient use, but without the 














as in., aluminum - roller tor, regular mounting—with beacon light and 2-speed 
e ; d —_ in oilless bearings wood roller brush full width switch found in the higher 
Win ow p= be open ball-bearing of nozzle and plain handle priced models. Full standard 
Dis la s ber grip he ‘epee Efficient, dependable, fully size, powerful Clements Mo- 

e c p C d - guaranteed tor, oilless bearings 

ounter Cards A L S O 
® Posters NEW CADILLAC HAND CLEANER 
a : Tbe only Hand-type Vacuum Cleaner with Electric Light al and tical ci ’ 
Circulars the average floor cleaner, built for real entuhases in te (ty 7 r- “sail a. oe = 
— Matrices AE o pees m “combination offers’’. 2 ls — with light and withou. — 
FOR 25 YEARS Ask Your jobber — or write to us for Dealer Prices 


The Name CADILLAC 
has stood for QUALITY 
in Vacuum Cleaners 


CLEMENTS MFG. CO. 


6650 South Narragansett Ave., CHICAGO 
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Cleaning U p 
on Washers 


EMONSTRATIONS sel! 
washing machines, in the experi- 
ence of J. A. Reeher of the San Jose 
Electric Company of San Jose, Calif. 
He has an average of fifty washers 
of the tray type out on demonstration 
all the time and counts that one out 
of every three will be sold. His record 
is 167 tray washers sold in 90 davs 
And out of all sales made in the last 
two years there have been but two 
reverts. This in spite of the fact that 
the down payments asked are small. 
Tray washers are not his only line 
of merchandise, but he believes in spe 
cializing. One standard type washer 
and ironer, one line of vacuum clean 
ers and the tray washer occupy the 
attention of a woman solicitor, five 
salesmen and two service men. Floo: 
sales Mr. Reeher handles himsel!. 

The tray washer lends itselt espe 
cially well to demonstration work 
as its mechanism is very simple and 
requires very little refinishing afte: 
being used for demonstration. It has 
a well defined market, chiefly among 
those homes who possess stationar\ 
wash tubs but which have not roon 
enough for a floor washer. Of homes 
built within the last ten years on th« 
Pacific Coast it is estimated that &5 
per cent have installed trays, and that 
of these fully fifty per cent have not 
space enough to permit of the storage 
of a standard type washing machine 

“Average figures in house building 
costs,”’ according to Mr. Reeher, “run 
to about $4 a sq. ft. The average 
washer occupies a space of about 4x‘ 
ft. In other words, it utilizes $80) 
worth of space.’ 

The same considerations of space 
saving lead to the popularity of the 
table top type of ironer, which can 
be used as a working surface when 
not in active service. In Mr. Reeher’s 
experience the wringer post type of 
ironer does not find wide acceptance. 
He finds that seven out of ten pros 
pects for an ironer will say. “ I don't 
know where I'd put it.” He has his 
answer ready in the suggestion for 
double use. 

The firm does considerable adver 
tising, particularly in the classified 
columns, with a certain amount of dis 
play space used also. In the five vears 
during which the firm has been 1 
existence, it has sold appliances to a 
total of more than 8,500 people in the 
country round about San Jose. Every 
one of the machines installed in these 
homes. serves as a demonstrator to 
friends and neighbors. So that the 
many sales and prospect names which 
come through these contacts can also 
be in a way credited as a confirmation 
of the proposition stated at the be 
ginning of this article. Demonstrations 
do sell washing machines 


Philadelphia is holding their Sey 
enth Annual Electric Retngeratio: 
Show April 8 to 13 and according t« 
George Conover, managing directo 
of Electrical Association, that will be 
the opening gun in a campaign to se}! 
45.000 retrigerators in Philadelphia 
during 193° 
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ONLY CROSLEY DEALERS 


CAN PROFIT by 


TYPES 


MODELS 
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ELECTRIC REFRIGERATORS 


As poetry, not so hot. But as a selling idea there’s a world 
of meaning and of profit i in the simple rhyme— ‘This much 
more in a Shelvador.” To this let us add—“and twice as 
easy to find.” 


There is no argument so convincing as a record. And the 
record shows that the Shelvador feature has been most pro- 
ductive single sales factor in recent electric refrigeration 
history. During 1934 the Crosley Shelvador Electric Re- 
frigerator showed the greatest sales growth in the entire 
field. And 1935 will far exceed 1934. That’s not guess- 
work. It’s a certainty, already partially established. 
During January Shelvador sales were 360% ahead of the 
same month in 1934. Gains of 200% and more are com- 


2 TABLE SHELVADORS mon. Some dealers report a 1000% increase. 
TABLE SHELVADOR TABLE SHELVADOR 
rh a The Shelvador—with ite greatly increneed usable spaco—has lifted 
hich. 29%" wide, 2S" dew. siome'as FR'20, @O4.5@ the Crosley Electric Refrigerator out of competition. Crosley 


quality — established and proved by hundreds of thousands of 














satisfied users—has received national recognition. Crosley value is 
4 SHELVADOR MODELS ” even more aptly illustrated in these models than ever before. 
SHELVADOR MODEL FA-40 SHELVADOR MODEL FA-60 — 
4.09 ou. ft. NET Capacity. 8.6 6 eu. ft. NET Capacity. 13.5 sa. As for you—if you are not now selling the Crosley Line—let the — 
oy a ee cess of others be your guide. The more you look into this matter, 
2" dep.) SLE2Z5O wide, ao  G14ase the more you'll find that you cannot afford NOT to handle Crosley. 
SHELVADOR MODEL FA-58 - All 1935 models have the 
5 cu. ft, NET Capacity. 11.2 SHELVADOR MODEL FA-¥0 Shelvador feature, flat 
6 uhe-sas éntigdeh on, & chaane, Spon bar shelves, no-stop de- 
ray. Di 2 “” high, ible~de x + m ve nal om : 
2s" vie, 24” i. Dimeante $139" See ant & Crosley Tri-Shelvador Adds 3 Exclusive P frosting co ntrol new- 
(Shown a wide ” a 
“oO. ** $129.50 5° ~*” g169.5e Features to Famous Shelvador designed chromium-plated 
The Tri-Shelvador has all the features of the Shelvador, hardware, porcelain in- 
3 TRI-SHELVADOR MODELS OTS in aS Cran Ce terior. Shelvador and 
tease paso pan von TRLSMELYADOR MODEL F-55 “Toaae pamiies Wile anteins on taaieomen ant Tri-Shelvador models 
odels . . FA-70, cu. apacity. 11. them (Shelvatray and all) to table, : im ¢ stion - 
and all Tristhelvador Models “2,6 shelf aren 3 iow trae Sa hee — have in addition: Auto- 
also available with porcelain ex- Dime tome: 8TH" igh, 20" 2—SHELVABASKET. A non-refrigerated basket on matic interior light, ven- 
terior at alight extra cast. zie. $164.50 eS Se one, casei, eagle aa8 Ses tilated front. All Tri- 
Tei-SHELVABOR WOBEL F-28 3—STORABIN. A non-refrigerated bin in bottom part Shelvador models'add to 
TRI-SHELVADOR MODEL F-43 7.48 ou. ft. NET Capacity. 14.9 5 eS Oe eee, eee, ond ether eee Neen these features: Shelva- 
4.3 cu. ft. NET Capacity. 9.15 0a. ft. shelf area. 4 ice trays ciapdigrigneaeticates ay. Shelvabask S 
~" Made won Se ee car = “au kee In addition: Self-closing stainless steel door to freezing tray, Cmesvanes et, . tor- 
Dimensions: 60/10" high, 32M" wide, 25%" deep chamber in all Tri-Shelvador Models. abin and self-closing ice- 
24" dep $139.50 j4,°"" *' 8189.50 tray chamber door. 





THE CROSLEY 


POWEL CROSLEY, Jr., President 





ALL PRICES INCLUDE DELIVERY..INSTALLATION 











RADIO CORPORATION - - CINCINNATI 


(Pioneer Manufacturers of Radio Receiving Sets) 
Prices in Texas, Florida and in states west of the Rockies, slightly higher. 
Home of WLW—the world’s most powerful broadcasting station 


..ONE YEAR FREE- SERVICE 
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eres aScales PUSHOVER 


“This refrigerator will cost up to $1.50 a month 





less to run... because it's insulated with Dry-Zero” 





ry 
z W hen the selling is hard and you need a 


clinching sales point, you'll find the Dry- 
Zero story a pushover 


There are two things that should be of 
primary importance to the prospect for a 
refrigerator. Will it give good refrigeration 
at reasonable cost and bow long will it con- 


tinue to do so? 


If you are selling a refrigerator insulated 
with Dry-Zero (and some boxes are not, 
for Dry-Zero costs more than any other 
material) you can answer these points so 
conclusively that you will inevitably sell 
more job: 


Of course, you can point out all the fine 
features such as good looks, durable finish, 
gadgets and terms, but after all, every other 
salesman is talking the same things 


What you can talk about, in ad- 
dition, and what is going to make 
your talk convincing, is the qual- 
ity of the unit and the superior 
advantages of Dry- Zero Insula- 
tion. That is selling refrigeration 


Good insulation in a cabinet helps to give 
it a long, ethcient life. Cheap insulation 
soon fails to prevent hear from passing right 
through the refrigerator walls, throws all 


the work on the unit, increasing current 
bills and greatly shortening the life of the 
refrigerator. 


Dry-Zero has these advantages over other 
materials: Its insulating efficiency is greater 
than any other known commercial insulant 
even when new. And what is more impor- 
tant, it retains its high efficiency for the life 
of the refrigerator. 


When Dry-Zero is used for in- 
sulation, there is a saving in run- 
ning costs of from 30¢ a month 
when new to as much as a dollar 


and a half. 


If you would like complete information 
about Dry-Zero and how you can use it in 
selling Dry-Zero insulated refrigerators, 
drop us a postcard. There is no obligation 
whatever. Just mention the refrigerator you 
are selling and address Department 413, 
Dry-Zero Corporation, Merchandise Mart, 
Chicago, Ill. Canadian office, 687 Broad- 
view Ave., Toronto, Ontario. 


DRY: ZERO 


REG. U.S. PAT. OFF. 
THE MOST EFFICIENT 
COMMERCIAL INSULANT KNOWN 





A Message for Refrigerator Dealers 
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Home Service 
oe CONTINUED FROM PAGE | — 


tendency which resulted in that year 
of 284 range repossessions and 75 
ranges replaced by other types of cook- 
im; equipment. They turned in pros- 
pects for 170 ranges, 186 refrigera- 
tors, 19 water heaters and 390 small 
appliances. In addition, they contacted 
110,000 customers through the lecture 
demonstration method. 

And still it was felt that the job 
was being only partly done. In a 
territory made up of small and rural 
towns and villages, it was physically 
impossible for even 28 women to be 
on every spot when it would have 
done the most good—and 73 per cent 
of Georgia Power Company’s total 
customers fall in the domestic classi- 
fication. 

And so on June 1, 1934, the com- 
pany’s home service division was in. 
creased to 55 college-trained home ser- 
vice women, under the direction of 
Miss Fern Snyder, long in charge 
of home service activities. In. other 
words, there was now one home ser- 
vice representative for every 2,500 to 
3,000 customers—a number sufficient- 
ly small so that the home service wo 
men can get to know most of the 
people in her territory and they can 
get to know her. 

Her duties are simple: (1) Make 
at least one personal interview per 
year with each customer (2) Make 
two calls on new range purchasers 
(3) repair appliances and portable 
lamps or report all necessary repairs 
to the service department (4) Report 
other complaints (5) See that the 
operation and care of all appliances 
is thoroughly understood by the cus- 
tomer (6) Encourage customers to 
make full use of service by explaining 
new rates, showing new and addi- 
tional uses, telling the Better Light- 
Better Sight story to increase lighting 
wattages (7) Give information on 
the replacement of fuses and supply 
extra fuses (8) Secure prospects for 
new equipment. 

Now in order to measure the suc 
cess with which such a program is 
carried out, it was necessary to pro- 
vide each home service representative 
with definite quotas, computed on a 
kilowatt-hour increase basis. The re- 
placement, sale or repair of a range, 
for instance, would net the home 
service representative responsible an 
estimated 1,500 kilowatts of annual 
consumption. In the same way, an in 
crease in the lighting wattage of the 
home is credited to the representative 
on her quota. As reports are made 
daily and compiled monthly, there is 
an accurate check on the total kilo 
watt-hour increase in domestic con 
sumption which may be directly at 
tributed to the efforts of the home 
service division. When it is realized 
that from July 1, 1934, when the ex 
panded home service work went into 
effect, until December 31, 1934—si» 
months—the home service department 
accounted tor an estimated annual im 
crease of nearly 53,000,000 kilowat: 
hours, then the measure of the valu 
of that department becomes immed 
ately apparent 

Complete results trom the sis 
months home service operation. art 
given in the table printed with this 
article 
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A new application of an old idea. Back 
in the pioneer days of electricity cook- 
ing equipment consisted of these frying 
pans, tea kettles and ovens. Such an 
electric kitchen was shown at the Chi- 
cago World's Fair in 1893. ELECTRICAL 
MERCHANDISING last month printed a 
photograph of a collection of cocking 
devices that formed a “range” in 1913 
and which had been in constant use 
since that date. 





it’s a good idea even if it is an_old one. A number of 
electrical men are advocates of this type of kitchen 
installation. Prominent users are J. H. North, Cleveland 
Electrical League and Laurence Davis, National Electrical 
Contractors’ Assn., New York. 








HOTPOINT Bouctl, Al 


TO THE MODEST PURSE 


THE MARVEL 


@ Here is a new table-top range that should make nation-wide 
electric cookery an accepted fact. The Marvel — a big 39 inch 
long, 3-unit range with full 16 inch oven — gives full capacity 
at a startlingly low price. It has top and bottom oven units, is 
sturdily built and opens up an entirely new market for elec- 
tric cookery. 

The Marvel is offered with the assurance that it will perform 
according to Hotpoint's high standards. This is the lowest priced 
range ever offered with such capacity, style and Hotpoint's 
popular features. 


BRIEF SPECIFICATIONS 

nusually rigid body of steel welded in 
me piece; new 2-beat lever action load- 
salancing switches; new accurate by- 
lraulic-type oven temperature control 
vith pilot light on switch panel; both T al E N i W C t N T U R Y 
»ven beating units controlled by one r ; 
witch. Broiler pan, drip tray, appliance a . This beautifully styled cabinet range is intended for those 
mutlet. Finish: cooking top white iP ; 8 customers who prefer the conventional type of range 
tainless porcelain enamel; front panels ¥ ae oo but who still appreciate modern styling. It is typical of 

all white porcelain; end panels and b j } . 4 Hotpoint economy (with the Thrift Cooker) Speed (with 


rame finished with Silver Lustre baked- ye 3 Hi-Speed Calrod) and beauty as the result of Mrs. Helen 
m Glyptal enamel — , Dulany's expert styling. 


EDISON GENERAL ELECTRICBI 
5620 W. Taylor St. 
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Le JIO8S RANGES 


SGgled TO THE MODERN TREND 3® 


ie 7: 








MAYFA 


TRICRPPLIANCE CO., INC. 
Chicago 


R 


@ The new TREASURE [illustrated at 
left)—a beautiful table-top range, con 
forms to the modern styling of built- 
in kitchens 

In addition to Hi-Speed Calrod cook 
ing coils, the Treasure offers: choice of 
white or ivory porcelain enamel with 
smart chromium trim; working surface 
of stainless porcelain; new, accurate 
hydraulic-type oven temperature con- 
trol with dial regulator and pilot light 
on switch panel; over-size oven, heav- 
ily insulated; appliance outlet; timer 
receptacle; large storage drawer with 
lock-stop; new 2-heat lever action load- 


balancing switches. 


At the left (below) is illustrated the new 
MAYFAIR — a beautiful 6-unit, 2-oven 
de luxe range styled by Helen Hughes 
Dulany. This model will be in produc- 
tion about June 1, 1935. 


Calrod, which offers al! the speed ne 
sory for any cooking operation, is win 
greater recognition this yeor than ever 
fore. Calrod’s amazing speed and d 
bility do not slow up with age. Acceler 
life tests indicate an average age of 
years. This means satisfied customers 
freedom from service. 

It has been said by utility men that 
speed, durability and economy of Cal 
are the greatest factors in the succes 
the electric range business. 


HELEN HUGHES DULA 


This foremost woman indu: 
stylist has balanced mo 
trends with everyday needs. 
knows what the American hc 
wife wants. The tremendc 
popular acceptance of her 
signs in towns as well as « 
proves her knowledge 


As originator of stainless 
tableware she won nationa 
cognition. Again as stylist for 
ing car appointments of the 
mous Burlington Zephyr she 
the tribute of style authoritie 
well as the public 


Now she scores again witt 
1935 Hotpoint Electric Rar 
Their beauty of style and sim 
ity of line assure a new ct 
for modern kitchens. Experts 
that the “eye appeal” of 
newly styled Hotpoint ranges 
give a great impetus to rc 
sales 























































A TALKING REFRIGERATOR 

Gordon M. Biehl, of Biehl’s Auto 
Parts, Inc., Pottsville, Po. exploins the 
operation of a talking refrigerator 
to Verne Calkins, Middle Atlantic 
soles manager of the Kelvinator 
Corporation. The refrigerator, by a 
mechanical phonographic arrange- 
ment on the principle of the photo- 
electric cell, introduces itself and goes 
into a selling talk about its features. 
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ALL SET TO GO 

A. Atwater Kent, the veteran Phil- 
adelphia radio set manufacturer, 
looks over one of the new electric 
refrigerators, just off the production 
line. With him is his son A. Atwater 
Kent, Jr. Production is well under 
way and the newest product to bear 
the A-K name is in process of being 
shipped to distributors all over the 
country. 


WESTINGHOUSE KITCHEN CLINIC IN ACTION 


Leading home economists and editors of women’s magazine met 
recently at the Westinghouse “Home of Tomorrow” in East Mans- 
field, O., to define and classify their ideas and aims and opinions 
in regard to the modern kitchen. “This clinic,” says A. E. Allen, 
Westinghouse vice-president in charge of merchandising, “will 
provide an opportunity for the opinions of 20,000,000 American 
women to quickly reach the ears of manufacturers who serve them.” 


REUNION IN BRIDGEPORT 


William Hodecker, of the Meier & Frank department store, Port- 
land, Ore., journeyed to General Electric's Merchandise Department 
at Bridgeport, Conn., to see his old-time friends, Ray Turnbull and 
Ralph Cordiner, both of whom were formerly West Coast represen- 
tatives of the Edison General Electric Appliance Company. In the 
group, left to right: Perry Hadlock, commercial engineer for Radio 
Sales, Ben. C. Bowe, manager of Radio Sales, William Hodecker, 
Ralph Cordiner, assistont manager of Appliance Sales in charge of 
Radio, and Ray Turnbull, assistant manager of Appliance Sales in 
charge of Traffic Appliances. 


APEX IN FLORIDA 


A group of executives of the Apex Company of Cleveland at- 
tended a sales meeting of the Southern division at Miami recently. 
Reading from left to right the electrical golfers are: R. H. Knisely, 
refrigeration promotion manager; J. C. Thomas, Southern division 
manager; R. J. Strittmatter, vice president in charge of sales; J. M. 
Michael, educational director; and J. R. Williams, Miami district 
sales representative. 


BOSTON'S REFRIGERATION NIGHT 


Repeating the successful experiment held last year when the 
Metropolitan Electrical League held a Refrigeration Night dinner, 
the same group got together recently and listened to inspiring 
addresses by Frank R. Pierce, Frigidaire sales manager, Ray Cos- 
grove, manager of household refrigeration sales for Westinghouse, 
T. K. Quinn, vice president of the General Electric Company and 
(seated) Howard Blood, president of the Norge Corporation. 
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Knickknacks are out! Gifts that last only for the day 
are usually remembered only during that day. General 
Electric Hotpoint gifts are remembrances of lasting use- 
fulness. 

Mother is the “sensiblest” person we know. If she could 
have her way — on her day — she would receive only 
gifts which last— which save her time and steps — which 
help to make “‘Home Sweet Home’”’ even sweeter. 

Mother’s Day — the second biggest gift-giving day of 
the year, offers you, Mr. Retailer, the opportunity to 
SELL ELECTRICAL GIFTS. The six-cup Mayfair Coffee 
Maker, in special Mother’s Day Gift Package, is available 
NOW, through your distributor. Plan to install a Mother’s 
Day window. Display the Coffee Maker. Display the Gift 
Package. Display other attractive General Electric Hot- 
point Appliances. 

The top illustration is reproduced from Hotpoint 
Mother’s Day Window Banner, printed in several colors. 
If you have not already sent for one, mail the Coupon 
TODAY. Just send your name and address. That’s all 
that is necessary. Don’t miss a chance to seize this 


ADDED SALES VOLUME which is yours for the asking. 





SELL SENSIBLE GIFTS FOR MOTHER'S DAY! 





ANOTHER IDEAL GIFT! 


NY 
The Moderne *8-* j ry ‘ 
p-------------------- 
l SEND MOTHER’S DAY WINDOW BANNER | 
| DEALER’S NAME 


| ADDRESS. 
= 


GENERAL @ ELECTRIC 


MERCHANDISE DEPARTMENT, GENERAL ELECTRIC COMPANY, BRIDGEPORT, CONN. 
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PHARAOH adds efficiency 
to any desk, mantel or 
table. 


Mahogany case 
with vertical side inlays. 
Four brown-felt feet. 
Vetal dial with satin-gold 


enter. 


renal at _ $9.95 


AIRMAN, a rich decorative 
design, particularly ap- 
propriate for a gift. In 
white onyx ( Airlux),to re- 
tail at $12.50. As shown 


walnut. $6.50 


With alarm added $9.95 





Consort, a popular clock 
for kitchen or bathroom 
wall. Thé case is trimmed 
with molded bezel in 
ivory, white, black, blue, 


green or red. 
To retail at $4.95 


iS TELECHRON’S 
SPRING SONG 


“Iv’s Hicn Time To Mopernize Your Time.” That’s the theme 


of Telechron’s Spring Song. We're reminding millions of national 


magazine readers that, when they modernize their homes, they 


should modernize their timekeeping systems too. Telling them 


to allow for enough electric outlets to provide for a complete 


Telechron system. 


Feature your Telechron models. Stop passers-by with an 


attractive window display. Contrast a group of smart, new 


Telechrons with a pile of old-fashioned timepieces. Or get a local 


paint or lumber dealer to co-operate with you on a “moderniza- 


tion” window. It would be profitable to both of you. Join us in 


making an effort to step up your Telechron Clock Sales. 


This advertising campaign is part of a well-rounded sales 


plan. See your local distributor for other sales helps. ‘Or, if you 


prefer, write us directly. 


WARREN TELECHRON COMPANY, 145 Marin St... ASHLAND. Mass. 


Yeleclvion 
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SELF-STARTING ELECTRIC CLOCKS 








The ONE MAN BAND 





HAT master of showmanship, 

the one man band, has a brother 
in Fall River, Mass., who is known 
as the one man refrigeration salesman, 
and who can more than double in 
brass in the profession or science of 
electrical merchandising. 

Louis B. Devine is his name. To 
nearly every merchant in Fall River, 
a city of 115,000 population, Louis 
B. Devine is just plain “Louie”, and 
that goes for a merchant whether he 
be of good native Massachusetts stock, 
Polish, Portuguese, Chinese or what 
have you. 

Early in 1927, just after he had 
passed his fortieth birthday, Louie 
was sitting on the curbstone ruefully 
witnessing the sheriff tacking a notice 
on the door of his garage and auto- 
mobile showroom. At forty, he pon- 
dered the future. He dabbled a few 
months in real estate, then went into 
electrical merchandising. 

Six years selling Frigidaire and 
Louie has been an honor, or B.T.U. 
Club, salesman six times. It is readily 
admitted by competitors that nine out 
of ten of the commercial refrigeration 
installations in Fall River were sold 
by Louie. The one out of each ten 
he didn’t get, he passed off with a 
shrug that it was sold when he was 
too busy. 

And these sales he makes, run the 
gauntlet of retail business, plus the 
needs of industry. 


Up and down Main street and in 
the neighborhood shopping centers, 
the groceries, markets, beer resorts, 
restaurants and soda fountains have 
his equipment. Down along the his- 
toric river where the shuttles of 
looms flash back and forth playing a 
symphony of cloth, the workers are 
refreshed by drinking water supplied 
by systems Louie Devine laid out and 
sold. 

Secret of his success as a salesman 
of electrical appliances is his ability 
to be everywhere at about the same 
time. 

He keeps the minutes of the meet- 
ings of the Chinese Restaurant Own- 
ers’ Association. He was one of the 
organizers and now is one of the 
most active members of the Fall Riv- 
er Liquor Dealers’ association. He 
attends all the meetings of the Fall 
River Retail Grocers’ association, and 
talks about cows, milk production, 


Louis B. Devine 
went into elec- 
trical merchan- 
dising at 40. 


bacteria counts and refrigeration with 
his fellow members at meetings of the 
Fall River Milk Dealers’ association 
and Fall River Milk Producers’ as- 
sociation. 

His interest in spreading the gospel 
of food preservation and protection 
goes so far that many a midnight he 
will be found at the Fall River mar- 
ket where the truck farmers park and 
wait the pleasure of buying retailers 
who begin arriving around 4 a.m. 
During the four hours, like as not, 
Louie has sold one of the farmers a 
milk cooler, water pump or house- 
hold refrigerator. By opening of busi- 
ness next day, the chances are he’s 
sold another commercial installation 
to some grocer. 

Having the retail situation well in 
hand, Louie recently has taken to the 
highways to convince milk producers 
they need mechanical refrigeration 
for their milk. 

Riding the spare seat in one-ton 
truck piloted by a driver wearing a 
service man’s uniform, Louie calls on 
his farmer prospects. Mr. Farmer 
may be backward in going into town 
to look at a milk cooler, but he can’t 
help but inspect the flowing cold 
cooler and compressor Louie displays 
on the truck. 

Before January 1, sixty milk cool- 
ers will be chasing bacteria out of Fall 
River milk. It was hard getting this 
activity started, Louie admits, but he 
started selling at places most affected 
—the retail milk dealers. 

When he strikes a rural prospect 
who has no electric power, Louie has 
only begun to fight. First, he gets the 
signed order for the milk cooler, an 
electric water pump, a radio and may- 
be a few other items. Then he hies 
himself to the office of the power com- 
pany, where he promotes a pole line 
and a low rate for the prospective 
user. To date, thirty-one miles of 
rural power line have been built be- 
cause he sold the power company on 
increasing its facilities and guaranteed 
an immediate load. 

In town, he helps merchants de- 
sign systems of book-keeping and 
profit control, pointing out to them 
ways in which they may cut corners 
and save money. List Brothers, re- 
frigeration, automotive supply and ra- 
dio house, for whom he operates, pay 
little attention to his activities, but 
watch the orders come in. 
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sale ot the new 1935 Coldspot re- 
trigerator. Full page ads are sched- 
uled to break in the metropolitan 
press and 40 stores in the New York 
area will participate in the campaign. 


A recent Danial Starch survey 
ot radio listeners finds that 21,450,- 
000 people in the U.S. now have 
radio sets and that the total listening 
audience is about 70,000,000. The 
figures include over 4,000,000 sets 
sold in 1934. In addition, says “‘Doc”’ 
Starch, there are now 1,800,000 au- 
tomobile radio’ sets in the United 
States of which almost half were sold 
in 1934 


Stewart-Warner thought up a 
new one for sales contests. From 
March 16 there began the national 
Poker contest. All contestants receive 
two cards for each of the first two 
refrigerators sold and one card for 
each additional refrigerator sold to 
May 15. To prevent trading of cards, 
they will be mailed in a sealed en 
velope which is slotted, exposing a 
portion of the back. Here the name 
of the salesman receiving the card is 
written with special ink. At’ the end 
of the contest, the players will make 
up their best five poker hands for the 
jackpot first prize. 


Proctor & Schwartz had their 
irons tested by Electrical Testing Lab- 
oratories recently and on the basis 
of the tests claim that their iron is 
60 per cent faster than those typical 
of the ones currently being used in 
the wired homes of the country. 


The estimated total amount of 
modernization and repair work re- 
ported by field offices of the Federal 
Housing Administration in all 
parts of the country, totalled $295.,- 
888,626 on March 9. With the spring 
season here, loans and work are in- 
creasing at a rapid rate. The total 
amount of insured loans made up to 
March 9 was $44,,042,316. The total 
covers over 104,000 individual credit 
advances. Over 6,000 community or- 
ganizations have been formed to carry 
on the work of the Better Housing 
Program 


Twenty five thousand women have 
been enlisted in the Better Light 
Better Sight Contest sponsored by 
the Colorado Women's Service Club, 
operating through approximately 100 
associated clubs. More than 200 home 
meetings, each with an attendance of 
from twenty to fifty women, have 
been held at which the approved study 
lamp has been demonstrated and the 
message of better lighting has been 
delivered by representatives of the 
Rocky Mountain Electrical Associa 
tion. Tips and orders which develop 
from these meetings are distributed 
among all dealers handling the ap 
proved I.E.S. study lamp. Semimonth- 
ly meetings of dealers in Denver and 
a bi-weekly publication “Electri- 
Gram” sponsored by the Association 
serve to keep merchants always in- 
tormed of the program under way. 





@ TIE IN WITH OUR BIG 
MOTHER’S DAY PROGRAM 


@ Mother's Day is a National gift time—and a 
Hamilton Beach Food Mixer, Cleaner or other 





appliance is the modern gift. We are pointing 
all our advertising and sales promotion to help 
you get more of this business. Wide-awake deal- 
ers are taking advantage of this opportunity. 
They are preparing to tie-in with our Mother’s 
Day program —to use our Special Mother’s Day 
advertising and mailing material — and to make 
attractive window and. store displays of Hamil- 
ton Beach appliances. 





@ WE ARE TELLING 9,000,000 HOMES 


During the latter part of April and early May our National advertising 
in the May issues of Good Housekeeping, American Magazine, Bette 
Homes and Gardens, American Home, and the May 11th issue of The Sat 
urday Evening Post will reach 9,000,000 homes. These advertisements wil! 
bring out the selling features of the Food Mixer or the Vacuum Cleaner 

and will suggest Hamilton Beach appliances for Mother's Day gifts 


@ FREE DEALER HELPS 


Especially prepared Dealer Helps will enable you to tie-up with ou: 
National advertising 


























vie 


MOTHER'S DAY 





This big stand-up Display — 36” 
high by 24” wide — will drive home 
the idea of giving Mother a Hamil- 
ton Beach Food Mixer. Free on re- 
quest 





. 

A new Mother’s Day circular, with 
dealer’s imprint, is now ready for 
dealer distribution. Free on request. 

Special mats for your local news- 
paper advertising, similar to our 
magazine advertisements, will tie 
your store up with our National 
Campaign. Free on request. 

All this material carries the Moth- 
er’s Day gift suggestion. Plan to get 
your share of this business. Send for 
NEW les your dealer helps now! They are 


No. ie) Model e ) furnished fre« 


¥575Q ny. @ YOUR PROFIT IS PROTECTED 
fey e) ( : , 


Hamilton Beach appliances are distributed through Whol 
saler and Retailer—on our one-price, profit-protecting policy 
We are 100%, for price maintenance—and a full profit tor 
dealers on every Hamilton Beach sak 


ORDER FROM YOUR WHOLESALER 
HAMILTON BEACH COMPANY ¢ RACINE, WISCONSIN 


HAMILTON BEACH 
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Nobody Can Thread a 
Needle When Some- 
body Jogs His Arm 


lt the writer of these lines were privileged 
the President of the United States 
ind the Congress, the above would be his mes- 


to address 


sage. 

lhe nation is trying to patch its pants. 

How they got torn is beside the point. The 
resent job is to mend them, and that is a very 
lificult and discouraging task when a plethora of 
politicians, professional and amateur, purple and 
unk, hover over us jogging our elbow as we try 
to thread the needle. 

\n example of such jogging is the Public 
Utility Act of 1935. We do not pretend to 
the this Act but we do know 
that it is slowing down the utilities and thereby 
slowing down all and sundry who depend upon 


Know merits of 


1 co-operate with utilities. It is pushing pros- 
perity and employment and constructive think- 
ng in this industry farther into the future. 

It may be said that the utilities brung it on 
hemselves. Well, some utilities are pretty hard 
ro defend, but that does not mean that all utili- 
res are stultified. 

However, our point is not the merits or de- 
utility this Sword-of- 
\Yamocles Act. Our point is that honorable busi- 
ess men striving to help themselves, their com- 


nerits of actions or of 


nunities and their country, should be encouraged 
ind not harassed. Revision of utility control may 
be indicated, but 
1935 should be dedicated solely to business-build- 
ig. 

We do not believe in Government by letter- 
vriting, but right now it might not be a bad 
dea to respectfully address our elected repre- 
sentatives with the suggestion that they put away 
their tinker-toys, eat their spinach and take a nap. 


* 
Are We in the 
Donkey Business? 


Ihe story is told of the chap living in the 
suburbs who wanted to buy a car for himself and 
i donkey tor his small boy to ride. Being home 
it a week-end he made appointments with both 
the car salesman and the donkey merchant. The 
ir salesman arrived first, was expatiating upon 
the merits of his gadgets, and—as the donkey 
nerchant 


1935 is not the year for it 


said, “She only costs you 
5629.00 delivered.” “But mister,” broke in the 
surveyor of asses, “the donkey iss cheaper.” 

{ am reminded of this story by an incident in 


arrived 
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my home last week. A range demonstration was 
being held, a group of neighbors had gathered, 
the demonstrator gracefully and convincingly 
strutted her stuff, and then the salesman went 
into action. To brief it, the discussion was quick]; 
reduced to the relative cost of cooking by elec- 
tricity and using compressed gas—and the auto- 
mobile was in competition with the donkey. 

Maybe that young man was an exception, but 
we are led to believe, reading some of the ap- 
pliance ads, that we have quite a few donkey 
merchants in this business. 





t ET TE 'e : 
5 x - R . j ee 
Editor :— 


| have never been able to understand why the 
“interest’”’ charge is made against home laundering 
equipment. In Mrs. Borsodie’s tabulation, Elec- 
trical Merchandising, for March, this is shown as 
17 cents a week. Why doesn’t she also show the 
amount of interest that would be accumulated if 
the money paid outside were allowed to build up 
over a period of five to ten years? 

This interest charge has always appeared very 
prominently in all the laundry advertising as part 
of their argument against the home laundry. As a 
matter of fact, it is one of the best arguments for 
the home laundry, as any washer or ironer dealer 
could take the money that the average woman 
pays out to a power laundry and not only keep 
her in home laundry equipment for life but buy 
her a trip to Europe or a new automobile every 
five or six years and still make money on the 
deal. 











B. Finn, 
Advertising Department, Easy Washing Machine 
Corp., Syracuse, N. Y 


Sears Cracks Back 


Editor :— 

My attention has been called to an article on 
your editorial page, “Electrical Merchandising,” 
tor January, 1935, entitled “Competition With an 
Axe.” 

It seems to me that this article would not have 
been as effective before the public if all of the facts 
had been stated. | think you will agree that a very 
small percentage of electrical merchandise of this 
type is sold by mail through organizations such 
ts Wards and Sears. These two companies have 
perhaps 900 retail outlets and merchandise of this 
type is not sold at flyer prices you will find upon 
investigation. There are the normal retail over- 
head costs, transportation charges and other ele- 
ments entering into determinations of retail costs 
which are not factors in quoting mail order prices. 
It, therefore, appears to be unfair to state that 
competition must meet these flyer prices when 
selling at retail. 

It is not true that organizations, such as ours, 
are taking losses on this merchandise which we are 
selling and, I think, you must know it ito be true 
that this company is not selling fire-sale merchan- 
dise. 

There are numerous examples of keen competi- 





tion in various fields during recent years. It would 
also seem that Mr. Nelson s premise was sound, is 
sound today, but the impression was apparently 
giverr out in your editorial that he was reversing 
himself over the statement he made in August, 
1932. Don E. Mowry, 

Correlator, Industrial Recovery, Sears Roebuck 

and Co., Chicago. 


Cover Photos Available 


Editor :— 

Being primarily interested in the sale of 
laundry equipment, the story as told on the front 
page of the March issue of Etectricat Mer- 
CHANDISING was most appealing. Also, the story 
as told in the Lovell advertisement, which will 
be run in the Saturday Evening Post, is quite a 
convincing story as to why the laundering should 
be done in the home. 

My purpose in writing you is to ascertain 
whether it would be possible for me to obtain the 
newspaper mat made from the subject as it appears 
on the front page of the March issue cf Exec- 
TRICAL MERCHANDISING, and also, copies of the 
Lovell advertisement that I could change about 
a bit, and run in connection with Westinghouse 
washing machines. 

My personal opinion is that the story as told 
through the front page of the March issue is too 
good to have in just that one issue and then 
leave it in the file as a forgotten piece. Frankly, 
that should be publicised by any aggressive wash- 
ing machine and ironing machine account, and I, 
for one, feel.sure that if I had newspaper mats of 
these particular pictures with which I could tie in 
the Westinghouse washer and ironer over the 
name of one of the accounts that is covered by 
this particular district, that it would have an 
effect on the commercial laundry user’s mind that 
would be conducive and productive of business 
that we would not ordinarily secure through the 
usual type of advertisement where washing ma- 
chines are featured. 

I will appreciate hearing from you in regard to 
this subject. R. Rosevear, Jr., 

Manager, Laundry Equipment & Vacuum 

Cleaner Sales, Middle Atlantic District, 
Westinghouse E. & Mfg. Co., Philadel- 
phia, Pa. 


I am.¢xtremely interested and gratified at your 
letter of March 22. We are delighted when the 
material which we are publishing in ELectricat 
MERCHANDISING hits the spot and can be made 
of real use and benefit to the trade. 

In taking this photograph for the cover of the 
March issue we had hoped that it would get just 
this kind of response and that it could be used 
more widely in advertising and window display. 

\We have no mats of the cover. Mats have to 
he made through a photo engraving process and 
this cover is reproduced in rotogravure, which 
means there were no cuts made. We will be glad, 
however, to furnish you a print of the photograph 
(Price $1) from which the cover was made it 
you want to have cuts made for your own or 
dealers’ use. 

ED. 


Water Heater Market 


Editor :— 

I have read with interest your article in the 
January issue on markets for electrical merchan- 
dise. I am surprised, however, that you have not 
included electrical water heaters in this group. 

Approximately 30,000 electric water heaters 
were sold last year, which is the largest year in 
the history of the industry, and I believe 1935 will 
show an increase of from 50% to 75%, which 
represents.a substantial volume sale in dollars and 
shows up exceptionally well from the standpoint 
ot kilowatt-hour consumption and revenue to the 
utility. 

I believe it would be well to look into the water 
heater market. A. H. JAEGER, 
Manager, Water Heater Department, Edison GE 

Appliance Co., Chicago. 
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i MAZDA LAMP PRICES 
a 
ld 
, @ General Electric's announcement of new, low Mazpa 
‘in lamp prices (effective April lst) creates many new lamp- 
he selling, profit-making opportunities for you. By display- 
ing the lamps with these new prices, this price reduction 
“a will bring more people into your store. Here are five important 
ut opportunities every retailer should cash in on: 
use 
aid 1 Fill Empty Sockets 
100 
oan 12% of residential sockets in every e 
ly, community are empty or contain 
sh- burned-out lamps. (This means a ey 
ri. ready market for 50,000,000 lamps \ 
of at minimum of $7,500,000 list mb 
in prices.) By window-displaying the mn 1 
the new prices many of these custom- <> 
by ers will come into your store. — => 
an 
hat ; 
ess 2 Sell more Higher Wattage Lamps 
the 
ma- The Science of Seeing is instilling 
the desire in customers for the 
1 to extra light higher wattage poe 
. provide. New low prices make 
um these types . . . 100, 150, and 200- 
“ict, watts particularly ...easier to sell. 
del- More customers will come into 
your store when they see the new 
_ lamp prices. 
the 
em 3 Attract New Lamp Customers 
lac 
h Thousands of inferior lamps have _ 
— been purchased. With Mazpa 
oo lamps at new low prices, your 
_ store will attract many people who 
4 formerly bought inferior lamps. 
e to mF 
Convincing them of the advan- 
anc 
hich tages to eyes and pocket-book of 
lad using Mazpa lamps of uniform 
raph high quality, is easy. 
le if 
ha 4 Make Spring Season Larger 
“i Instead of the usual Spring lag in 
lamp sales, this price reduction +-— 
will stimulate lamp buying at the JU 
important spring housecleaning i - 
| the time. . . make your Spring season SEPT. 
han- larger than ever... bring more PPR 
> not people into your store. .| DEC. 
)e 
aters ; 
ir - 5 Sell More Lamps at a Time 
wil 
shich All these advantages, plus new re- 
} and duced prices on all standard line 
point Mazpa lamps, give you a greater 
> the oS =< opportunity to sell more lamps at 
one time to each customer. Instead 
vater 


of selling one or two lamps, ex- 


‘ce | GENERAL @ ELECTRIC wat ie 


several spare lamps on hand. 
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Ausoliasine Merchants 


a Te d 0 f nN £ ......+ A review of the March advertising 


and merchandising activities of dealers, 


Well, the spring 
selling season is on 
us and, judging from 
the mountain of 
clippings this scrib- 
bler is wading 
through, there is good hard money 
being laid on the line for appliance 
advertising. ‘There is so much adver- 
tising to be gone through, as a mat- 
ter of fact, that we will have to con- 
fine ourselves pretty much to the name 
of the store, the article being pro- 
moted, the price, and let it go at that. 
Macy's caused a little stir in these 
parts by offering Frigidaires for sale 
at less than list prices. Report was 
that they had been bought out ot 
town, in another name, and were to 
be dumped onto an unsuspecting New 
York public to make glorious once 
more the famous Macy policy of sell 
ing everything and anything for 6 per 
cent. less than competition 
Bloomingdale's offered Simplex 
coffee-makers for $3.25 (6-cup) ... 
McCreery’'s had sandwich _ toasters 
and wafflers at $2.95 per . . . Macy 
had a sale of Hammond eleclocks at 
$2.99, a spinner washer at $64.95 and 
a wringer model at $49.95, both un- 
named ... Altman took a full page, 
spiffy ad to puff white porcelain port- 
able lamps at $9.75... Lord & Tay- 
lor smaller space for the same items 
at $9.95 Ludwig Baumann had 
Apex Rotarex washers at $39.85 
ironers at $29.95, Royal cleaners at 
$19.95, and Crosley, Kelvinator and 
Frigidaire boxes Wanamaker fea 
tured Hoover cleaners and a line of 
small appliances . Gimbel’s sold 
Hotpoint washer-ironers at $69.5 
and Maytag washers at $59.50; also 
GE cleaners at $29.95 Stern's 
featured the Hoover cleaner at 
$66.50, GE “Ball-Top”’ refrigerators 
at $139.50 and a line of Universal 
and GE table appliances at their an- 
nual Housewares Show . . . Davega 
continued to plaster New York with 
ads on Frigidaire. Crosley and West- 
inghouse refrigerators (no down pav- 
ment. 15 cents a day and two years to 
pay!) They have twenty-nine stores 
now the Vim Stores slammed 





New Y ork 
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department stores and utilities through- 


out the country 


right’ back with the same terms on 
Crosley and Westinghouse boxes . . . 
Sach's had a washer-ironer combina- 
tion with a year’s supply of Rinso 
for $49.95, then switched to a Bar- 
ton wringer model, plus soap, at 
$39.50 . . . Sears, Roebuck opened a 
store at Park:Avenue and made a big 
splash in the met press about their 
1935 refrigerator—six cubic feet sell- 
ing for $139.50. Thomas A. Edison 
talked about their speed iron at $3.95 

Hub Vacuum Stores talked 
Hoover rebuilts at $11.95 . . . Bush 
Kredit Jewelers offered GE cleaners 


at $19.95. 


Abraham & Strauss: 
Norge 6.25 cu. ft. 
boxes at $149.50; 
Hoover rebuilt 
cleaners at $21.45 
and $29.95, and 
Hoover discontinued new models at 
$47.50 and $57.50 . . . Loeser’s: Kel- 





Brooklyn 








vinators at $119.50 Ludwig 
Baumann: Crosley refrigerators at 
$112.50 . . . Wanamaker's: started 


their new Brooklyn sales office for 
major appliances by offering Frigid- 
aire "35's, Savage washers at $99.50 
and Wanamaker cleaners at $28.95 
. . . Davega were here as in New 
York with Frigidaire, Crosley and 
Westinghouse . . . John A. Schwartz 
had Kelvinator on the no-down-pay- 
ment meter-ator plan Sears 
plugged Hercules oil burners as well 
as the new Coldspot . . . Frigidaire 
and Westinghouse national copy ran 
here 


The Edison Shops 
took space on GE 
refrigerators at $5 
down and Norge 
slugging inthe 
names of R. H 
White, Gilchrist’s and Summerfield’s 

. Gilchrist’s offered Conlon iron- 
ers, table-top model at $69.50, Mav 
tag washers and Norge refrigerators 
. . . Jordan, Marsh led the space pa 
rade with offers of Kelvinator at 
$121.95 (44% cu. ft.) GE refriger- 
ators from $84.50 up, Frigidaire 1934 





Boston 





model 534's at $144.50, Universal 
mixers and heating devices, and 
capped it all by announcing they had 
bought a carload of Barton Pricilla 








washers which would be sold at 

$36.50 . . . Sears plugged Coldspot 
here, too. 

New York Power 

& Light announced 

Albany free wiring on elec- 

as tric ranges ‘ 

Whitney's tied in 


with offers of Mon- 
arch and Hotpoint and devoted other 
space to a line of heating appliances 
at 98 cents and to Frigidaire at 
$119.50 ... John G. Myers Co. 
space went to Hoover Sentinel '35 
cleaners at $4.50 down .. . Mc€lure 
& Dorwaldt plugged Crosley refrig- 
erators from $79.50 to $219.50 and 
GE refrigerators beginning at $119.50 
. . . Merriam’s took GE space .. . 
Standard Furniture offered Grunow 
refrigerators at 15 cents a day, still 
plugging the tot in the crib and the 
safety message; they also had Thor 
washers at $49.50 ... H. S. Braun 
featured Crosley . . . Central Appli- 
ance advertised Gibson refrigerators 
... Fern’s offered Universal floor and 
hand cleaners for $39.50 the com- 
bination . . . Swire Radio Store had 
Crosley at $79.50 . . . B. Berinstein 
hit a new low for Faultless washers 
at $28 .. . Albany Garage ran May- 
tag copy... F. W. Newman & Son 
stuck to Easy washers at $49.50 and 
plugged in, along with John B. Hauf 
on the Norge national copy that was 
running Montgomery Ward 
came out of retirement here and 
offered refrigerators at $144.50, their 
new Supreme washer at $70.95 and 
ironers at $39.95. 


The free ice pick 
offered to household 
ers still using ice 
proved a humdinger 
of an idea in gather- 

ing prospects ... A 
new shipment has been ordered and 
the following Crosley dealers arc 


giving ‘em away: Victor's, Laufer’s, 





Buffalo 





Inc. A. D. 
Houck, Rung’s Riverside Furniture 


Wurlitzer, Joseph R. Baldwin, Les 


Melzer's, Shaprow, 


Wheeler, Larkin’s, Maisel’s, Ken 
sington Electric Appliance, House 
hold Outfitting, Graf & Johnson 
Kolipinski, Kobler & Miller, North 
Hertel Sales, Vanbee’s, Enos Co.. 
Ehrenfried & Stafi. 

J. N. Adam: “1900” washers at 
$79.50, Hoover cleaners, Servel _re- 
frigerators at $109 and heating de 
vices -. . . Larkin’s took impressive 
space on Crosley at $79.50, Apex re 
frigerators, Apex washers at $49.5() 
Hotpoint refrigerators and GE wash 
ers at $54.50 . . . Schwegler Bros 
hammered the Kelvinator, 15 cents « 
day story and the Easy washer-irone: 
savings bank purchase system ...W)! 
liam Hengerer tied in with Hoover s 
distinguished advertising on their new 
cleaner . . . The same compan 
offered Westinghouse refrigerators 3: 
$129.50... Adam, Meldrum & A: 
derson advertised Frigidaire at 
$119.50 and $149.50, Blackston 
washers at $43.75 and ironers at 
$46.75 . . . Edward's -plugged the 
new Frigidaire '35 at $99.50 .. . 
Frank W. Wolf, Inc., cleaned ou! 
1934 display model GE refrigerator: 
... Hens & Kelly slashed $15 off o 
the price of Automatic washers an: 
sold them at $39.95 . . . Househol:! 
Outfitting offered Apex washers at 
$59.50, Faultless at $33.50, “1900 
at $59.50 and Maytag at $99.50... 
Kobler & Miller had Crosley at 
$79.50, while Victor's offered Frigid 
aire °35 at $99.50 in half-page ad- 
Another Victor offer was Spee: 
Queen washers at $39.95 ... Wur 
jitzer plugged Crosley and Westing 
house boxes on the same terms that 
have become so popular in_ the 
country—no down payment, 15 cent: 
a dav and two years to pa\ 


We haven't been re 
porting this city be 
fore, but believe vou 
us, it is hereby adde:! 
in a big way. Ther: 
is more advertising 
and activity to the vard than you'll! 





Pittsburgh 
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A HUGE SECTION of the vast 
factory for Atwater Kent Radios 
in Philadelphia is now busy mak- 
ing Atwater Kent 
Refrigerators. 
Every single re- 
frigerator is test- 
ed and checked, 
not only piece by 





piece, but as a 
unit, for hours at 
a time. We are 
happy to have 


ALL THE CONVENIENCES! Racks on door. Cen- 
ter freezing unit location. 12-point cold control. Semi-auto- 
matic defrosting. Rubber tray. Double-depth tray. Jiffy ice 
tray release. Removable shelving for bulky foods. Seamless 
porcelain interior. Extra space for tall bottles. (hromium- 
finished hardware. Automatic interior light. 


100° IN THE SHADE HERE? Just one of 
the hot rooms where Atwater Kent Refrigerators are 
tested for their cold-keeping quality and low operat- 
ng cost. Other rooms run as high as 130° and still 
this unit shows reserve capacity! 

















ATWATER MENT MANUFACTURING COMPANY ° A. ATWATER KENT. PRESIDENT 
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NOW, after months of designing and testing by fore- 














most engineers, comes an utterly new creation—the 
Atwater Kent Refrigerator—made by the makers of 
world-famed Atwater Kent Radios. The final word in 
craftsmanship, the new Atwater Kent Refrigerator 
has every feature to lighten labor. Every mechanical 
refinement for economical operation. Every known 
test points to trouble-free operation for many years. 


you compare it inch by inch with 
the finest refrigerators you know, 
and check its operation costs 
against the most efficient. 


The nameplate of ATWATER 
KENT has never been placed 
on a product that is not a de- 
light to own, and a triumph of 
engineering skill. 


We invite vou to see the new 
Atwater Kent Refrigerators or 
write direct to the address below. 


— 


ee 
7 | a 
} 5 


~~ 


‘mh 


MOVING DOWN THE LINE in the refrigeration division of 
the vast Atwater Kent factory in Philadelphia. The latest in special 
equipment, plant design, and rigid inspection make Atwater Kent 
Refrigerators a uniform product of high permanence standards. 


EVERY COMPRESSOR is a glistening polished unit of watch- 
ike accuracy. Plenty of reserve power here. Unique automatic thermo- 
static expansion valve increases capacity, cutting operating costs in hot 
weather. Full floating suspension means quiet, vibrationless operation. 


. PRILADELPMEA, PA. 
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find in many ot comparable 


size. Let's go: 


a city 


General Electric refrigerators had. 


a Display Week which was duck soup 
to Ochiltree Electric, the distributor 
and a roster of twenty-two dealers 
that tied in to the full page ads. 
Priced as low as $89.50 was the bur- 
den of the GE copy with full prom- 
inence given the five-year guarantee 
. In fact, the whole town went 
refrigerator in a big way, full-page 
ads breaking. out like a rash. The 
Electric Refrigeration Bureau took 
space on general promotion . . . Leon- 
ard dealers all plugged in on national 
copy . . . Joseph Horne & Co. pro- 
moted Norge at $119.50 . . . Spear’s 
took a full page to sell Frigidaire and 
announce that the Thor washer line 
was now to be seen at the store. A 
Thor washer at $49.50 was the 
Spearhead of the attack . . . Other 
Spear space went to National washer 
outfits at $39.50, Crosley refriger- 
ators. Gimbel’s was another Pitts- 
burgh store to take full pages on re- 
frigeration . . . Their entire line — 
Norge, Leonard, Frigidaire, West- 
inghouse, Crosley and Electrolux were 
featured . . . Additional space went to 
General Electric washers ($49.50), 
ironers ($66) and cleaners ($19.50) 
. . « Hahn’s featured Grunow refrig- 
erators at $129.50, ABC washers at 
$49.50 and Leonard boxes at $99.50. 
May-Stern Company followed the 
full-page advertising parade with 
offers of Westinghouse, Norge and 
Kelvinator refrigerators on the no 
down payment, 15 cents a day 
method. Other big ads played up GE 
Ball Top refrigerators at $139 on the 
same terms. Joseph Horne was not 
left behind: Kelvinators at $232.50, 
Maytag washers at $59.50 were big 
space-eaters . . . Rosenbaum’s offered 
Grunow at $179.50, GE cleaners at 
$19.95 and an unnamed washer at 
$39.50 . . . Kelvinator, Frigidaire, 
Grunow and Westinghouse refriger- 
ators were all given a big break at 
Kaufman’s, whose appliance depart- 
ment is one of the biggest in the city 
—or the state, for that matter... 
A washer offer of theirs concerned a 
“K-0” electric at $74.50 . . . And 
then we come to Boggs & Buhl, an- 
other big operation advertising West- 
inghouse at $159, Frigidaire at 
$119.50, Crosley at $112.50 and Gen- 
eral Electric from $89.50. They 
pulled a new one in advertising 
ironers, offering a $5 trade-in on an 
old kitchen table against a Westing- 
house table-type ironer at $94.50... 
The Gas & Electric Shops confined 
their activities to Thor washers at 
$49.50, Thor ironers at $20, or both 
at $69.50. Floor type ironers went 
for $59.50; Norge refrigerators were 
“given a play at $109.50. 
Boy! What a break the newspap- 
ers got in that town! 


Hutzler Bros: GE, 
Norge and Westing- 
house __ refrigerators 
(mostly 1934 mod- 
els going at sav- 
ings) Prima Spin- 
Dray washers at $69.50, AMC wash- 
ers at $39.95 . . . Hochschild, Kohn 
Co.: Easy washers at $44.50, Frigid- 
aire boxes (clearance of old models 
plus a splash on the new ones) 
Westinghouse refrigerators (ditto) 
. . . Stewart's: the 1935 GE refrig- 
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Baltimore 





erators and the GE washer and ironer 
line. Flatplate ironers at $104.50 
and washers at $54.50 . . . The Hub 
had a spring showing of refrigerators 
—GE, Westinghouse, Norge and 
Frigidaire . . . The May Co.: West- 
inghouse 9-ft. boxes at $249.50, Leon 
ards at $89.50, washers at $33 and 
Norge boxes . . . Hecht Bros. took 
full pages to announce they were now 
Kelvinator representatives in Balti- 
more and that they were having their 
twenty-first anniversary . . . Other 
Hecht space went to Frigidaire, 
Westinghouse, Norge, General Elec- 
tric and Crosley refrigerators. “Why 
be a Marathon Runner?’ they said, 
“See the Leading Makes Side by Side 
at Hecht Bros.” 


February finished 


a the story of “The 
Butte Eyes of Dicky Dow,” 
which has been run- 





ning for months in 
the Butte papers as 
a serial in the ads of the Montana 
Power Company, but the story of 
lighting has gone on. March has been 
specifically a laundry month, with 
Conlon washers, ironers and Hotpoint 
and Westinghouse irons ($1 for your 
old iron) as a power company offer. 
Hennessy’s advertised $2.98 irons, 
with a similar trade-in. The “Hoover 
men were there” and old equipment 
was inspected free and special terms 
featured during their stay. Oechsli an 
nounced a closeout of lamps and wash 
ers from $49.56 up. Old radio tubes 
were good for 15c in trade at Drei- 
belbis. The Norge Show passed 
through Butte, with Howard Pierce, 
Inc., giving free tickets on a Norge 
drawing. The Ellis Paint Co. adver- 
tised Philco “at $f per week. Butte 
isn’t warm enough yet to show an in- 
terest in refrigeration. 


Laundry equip- 
ams ment came in for 
Salt Lake weekly two - page 

City spreads of coopera- 
———— tive ads in Salt 


Lake. Six bath tow- 
els, fifteen packages of soap, an iron 
and a set of tubs were included with 
a G.E. washer for $69.50 by the 
Paris Co. The Utah Power and Light 
offered a tea towel for watching an 
ironer demonstration. Radio Studios 
featured washer, ironer and tubs at 
$97.50. Western Furniture advertised 
G. E. washers; Voss by Axelrad; 
Faultless by Sterling Furniture ($3 
per mo.) and Standard ($3.95 down, 
50c per week); One-Minute by 
Dodge’s; Apex by Felt Radio and 
Honie Appliance; Westinghouse by 
Keith-O’ Brien (12 packages of soap 
included ) ; Maytag by Southeast Fur- 
niture; A.B.C. by ZMCI; Dexter by 
Boyle’s and the Granite Furniture 
XL by Auerbach; and Kenmore by 
Sears. In addition the Paris Co. ran 
ads on Frigidaire, G.E. radios and 
White’ sewing machines. Auerbach 
pushed Kelvinators, . Hoover vacs, 
lamps and Eldredge sewing machines. 
There was an end-of-the-month rum- 
mage sale including some electrical 
equipment. The Standard featured 
lamps as well as washers. The South- 
east Furniture much increased their 
Maytag advertising and added Primo 
ironers for $39.50. The Z.M.C.I. 
announced the opening of a new home 
appliance department, presenting a 
free mixing bowl to adults attending 
on the first day. Conservador refrig- 


erators, L&H ranges, radio and small 
appliances were to the fore. The 
Granite Co. sold Norge refrigerators. 
Philco, Frigidaire and Leonard re- 
frigerators were among the manutac- 
turers’ ads. 


The May Co. of 








Denver featured 
Denver Westinghouse <a 
erators (were - 
— 50) at $154.50. 


Joslin’s $1 Day in- 
cluded toasters, flat irons, sandwich 
toasters, heating pads and othcr small 

liances. The American Furniture 
Company announced a manufactur- 
er's l-week sale of Eureka’s at $24 
85. The Norge show, announcing 
unusual success, arranged for addi- 
tional performances. Montgomery 
Ward advertised new models of re- 
frigerators. The Denver Dry Goods 
Company had a showing of new 
Frigidaires, with special terms and 
liberal trade-ins. A month-end sale 
included values such as: Universal 
cleaners, $24.50; Crosley. refrigerator 
($156), $142.20; Hamilton-Beach or 
G.E. mixers ($21), $17.50; K. M. 
irons ($1.95), $1.45; etc. The Pub- 
lic Service Company announced old 
model Kelvinators at a discount, us- 
ing Want Ad and regular space. On 
the whole a quiet month. 


The Sierra Pacif- 


— ic Power Company, 
Reno which does no mer- 

chandising, adver- 
—— 





tised the need of ad- 
equate wiring and 
offered free advice. The Scott Mo- 
tors, Ltd., announced the new Frig- 
idaire, while the Westinghouse refrig- 
erator was introduced by H. E. Sa- 
viers & Son with a full showing on 
a Saturday evening, accompanied by 
the added attractions of a 10-piece 
band and numerous door prizes. The 
Nevada Machinery & Electric adver- 
tised cleaners, frons, toasters and wat- 
fle irons at various prices, with spe- 
cials on electric clocks and coffee urns. 
They also sold Zenith radio. 


A new store was 
opened in Phoenix 
by Montgomery- 
Ward, who also an- 
nounced a cooking 
and caaning school 
for housewives. Korrick’s featured 
White sewing machines at $57 and 
$69.50 (1 week only). G.E. refrig- 
erators were advertised by both the 
General Air Conditioning Company 
and the New State Electric, who ad- 
ded this to their regular Automatic 
washer ads. Daniel's announced 
what they called a “radio scoop.’’ The 
Electric Equipment Co. pushed Kel- 
vinators and Philco. The Dorris-Hey- 
man Co. was easily the most extensive 
advertiser, with Westinghouse refrig- 
erators, Philco., Faultless washer and 
ironer ($69.50), Easy washers and 
ironers demonstrated, with the gift of 
a “lingerie line’, and a sale of bridge 
and floor lamps at $5 (values $7.50 to 
$8.25). Cooperative advertising, list- 
ing all dealers, featured Silex coffee 
makers at 95c down and 70c per 
month for 6 mos., with a pound of 
coffee included. Lighting inspection 
service was offered free, with a tele- 
phone number but no signature at- 
tached to the offer. Maytag, Frigid- 
aire and Norge appeared in joint man- 
ufacturer and dealer ads. 





Phoenix 








First showing ot 
various types of re 








Portland __ frigerators took place 
———.__ in Portland, Ore.. 
in February and 

March and set the 

pace for the adyertising. Lipman. 


Wolfe announced the “Greatest sale’ 
of electrical refrigerators, $50 and 
$100 off and followed it by advertise 
ments of 1935 Frigidaires, at nothing 
and 15c a day in the meter. The Pow 
ers Company sold Kelvinators, also 
on the meter plan, 15c to 20c per day. 
They made a special trade-in offer on 
Philcos. The Gevurtz Furniture sold 
Leonard refrigerators on the 15c me 
ter system. The Star featured the 
Frigidaire prize contest. Meier & 
Frank had a busy month. To mention 
only a few of their activities: first 
showing of Hotpoint refrigerators: 
Portland Day, with values such as 
$36.50 for a $69.50 range, $104.50 
for a $119.50 Frigidaire, $59.50 for a 
$89.50 M & F Spindry and Eas, 
washers for $49.50. There was a 
weekly cooking school and spring 
showing of refrigerators in a newly 
enlarged department. This was an- 
nounced by a full-page listing the 
“big seven” makes carried by the 
store. Williams Oil-O-Matic burners, 
Ironrite, Maytags (arrival of a train 
load), and an advance sale of Dayton 
refrigerators starting at $67.95 were 
advertised. The Pepco and the Port. 
land Oregonian staged a Home In 
stitute, using the Hotpoint range and 
including a playlet entitled “The 
Magic Kitchen.” The Northwestern 
Electric advertising featured office. 
club and store lighting as it affects 
the public. Montag oil burners and 


Maytag washers received local pub 
licity. 


April 29-May 5 
have been announ 
ed as the dates of a 
Home Builder's Ex 
position for Seattle. 
One of the features 
is to be a “Honeymoon Trail Con. 
test,” which involves both brides and 
electrical equipment. A more immedi- 
ate “Housewive’s Fair” was a March 
event for the Bon Marche, with the 
Monarch electric range in the leading 
role. ng lessons and individual 
conferences were offered for the week. 
Norge refrigerators, came in for a 
page ad and Universal and Prima 
washers and ironers also received at 
tention. As much as $45 in trade-ins 
were allowed on a $123 model White 
sewing machine. Grunbaum featured 
Westinghouse refrigerators. Shoen 
feld’s advertised Edison mixers at 
$12.95 (SOc per week). Hopper-Kell\ 
sold Maytags. Frederick & Nelson spe. 
cialized for the month in Speed Queen 
washers and Grunow refrigerators. 
Rhodes sold Westinghouse refriger- 
ators at $2 per week and Eldredge 
sewing machines for $54.50. Led by 
the Puget Sound Power & Light Co.. 
the local opticians and lamp dealers 
participated in a Better Sight spread. 
home lighting service being featured 
by the power company. The $2.35 
down offer on a water heater and the 
$1.95 down and $2.25 per month 
on a Hotpoint range continues, with 
the goal of a “Fully Electrified Home” 
as a slogan. The City Light followed 
suit with $1.75 down and $1.75 per 
month on ranges and $2 down on 
water heaters. A colored ad announc- 
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PRODUCT 


You can always depend upon General Electric Home Laundry Equipment to “stay 
put” after the sale. It is styled to please — designed for trouble-free operation — 
manufactured to give enduring lifetime performance. The name General Electric, 
alone, creates wide public acceptance and makes it easy to sell G-E Washers and 
lroners. 


PLUS 


Promotion 


A series of sure-footed sales plans, formulated by General Electric’s expert mer- 
chandisers, based on field surveys with successfyl dealers, points the way to richer 
fields of sales and profits. These tried and proven sales promotion aids — tested to 
fit today’s changing conditions — are ready for the adoption and use of progressive 
dealers. You'll find G-E sales plans overflowing with ideas, suggestions and direc- 
tions showing how typical dealers are securing volume sales. 


EQUALS 


PROFITS 


Count yourself in on protected profits — profits that do not shrink from the drains of 
“after-the-sale” service and “revertitis,’”’ when you sell quality-built G-E Home Laun- 
dry Equipment. Join the parade of successful dealers who are now using G-E busi- 
ness building plans to secure volume sales and increased profits. Write at once for 
complete details. 
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Profits and Prosperity Go Together 


GENERAL @ ELECTRIC 


HOME LAUNDRY EQUIPMENT 


MERCHANDISE DEPARTMENT, GENERAL ELECTRIC COMPANY, BRIDGEPORT, CONN. 
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Line up with PROFIT! 


Because Century Fans are designed and built 
with every advantage to completely satisfy 
every customer demand, they are easy to 
demonstrate and easy to sell. This makes 
Century the profitable Fan Line... It is com- 
plete — Portable and Wall Mounting Fans — 
Ceiling Fans, including Reversair types, which 
provide UPWARD or DOWNWARD air move- 
ment, easily controlled by a wall switch — 
Ventilating Fans...Send for Bulletin 45. 

NTURY ELECTRIC COMPANY 


St. Louis, Mo. 


rm 


806 Pine Street 


Mhices and Stock Points in Principal Cities 


FANS 


PORTABLE 
CEriLinG@ 
VENTILATING 
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ed the sale of 100 (reg. $114) West- 
inghouse ranges tor $78.40 cash. 
Washers and Westinghouse refriger- 
ators were also included in City ads. 


A number of new 





—— names appeared in 
Spokane Spokane advertising. 
__— The Washington 


Radio Co.. featured 
G. E. refrigerators ; 
Kemp & Herbert specialized in Norge 
and Leonard; the Palace in Norge. 
The marshall Wells Retail Store ad- 
vertised both refrigerators and wash- 
ers. The Brown-Johston Co. pushed 
Norge. Tull & Gibbs and the Liberty 
Furniture Company combined in Kel- 
vinator ads. A radio clearance was 
announced by the former. The Jen- 
sen-Byrd Company featured Frigi- 
daire and Atwater Kent, listing deal- 
ers. The Crescent followed suit with 
Frigidaire advertising. Montgomery 
Ward was also interested in refrigera- 
tion and ,in washing machines. The 
Maytag Company sold Maytags. Hot 
water the electrical way was advised 
by the Washington Water Power 
Company, who also offered a March 
special of a Sunbeam flat toaster and 
buffet tray at $5.95, $1.45 down and 
$1.50 per mo. Study lamps and the 
home laundry, with Thor washer and 
ironer, were algo mentioned. 

The P. G. & E. 


Y,-off offer on extra 


Le 

San electricity continued 
Francisco to lead in San Fran- 
ao_o_ = cisco advertising. 


Nathan - Dohrmann 
advertised lamps and radios during 
March. The White House featured 
electric clocks and lamps. The City 
of Paris announced a sale of floor 
sample radios and a special in lamps. 
Schwabacher-Frey advertised radio, 
infra-red G.E. lamps and Easy wash- 
ers. Hales sold a 3-candle reflector 
lamp for $3.95, an Automatic washer 
tor $39.95, and a Faultless roll-about 
ironer for $29.95. A desk electric 
sewing machine went for $36.50 and 
a Hotpoint waffle iron for $4.95. 
During one of these spring sales they 
gave away flower corsages for the 
first 600 women. O’Connor Moffatt 
have opened a new and enlarged re- 
frigerator department, where they sell 
Frigidaire, Norge and G. E. A curl- 
ing iron special at 59c was a mid- 
month announcement. The Sterling 
Furniture Co. sold 100 bridge lamps 
at $1.75 and later announced 50 at 
$1.95. Apex washers and refrigerators 
came in for some attention. Chas. 
Brown advertised Easy washers and 
Crosley Shelvadors, also a “great sale” 
ot rebuilt Hoover, Eureka and Royal 
cleaners. The Emporium finished Feb- 
ruary with a lecture on Better Light- 
ing and an accompanying exhibit in 
their “Charm House.” Electric sew- 
ing machines appropriately were a 
feature of Textile Week. Discontinu- 
ed models of Westinghouse refrigera- 
tors were announced “at savings” and 
new models featured. Blackstone 
washers at $49.50, Manning Bowman 
toasters at $2.95, Sessions clocks and 
lamps were among the other head- 
liners. 

Breuner’s of Sac- 
ramento started with 
a sale of demonstra- 
tors in their radio 
department and fol- 
lowed later in 
\Miarch with a clearance and demon- 





Sacramento 








stration of auto radios, from $29.95, 
They accepted old boxes as down pay- 
ment on Norge retrigerators at $159- 
.0. Norge week in the middle of the 
month was represented by a Cold 
Cooking School. Apex washers sold at 
$69.50 and Thor ironers at $39.95- 
Floor samples of Easy ironers went as 
a special. Weinstock-Lubin continued 
their ironing school with Thor and 
Apex equipment. Hale Bros. annourn 
ed their first carload of Kelvinators 
at $139.50 (on the meterator plan). 
Easy washers were $48.85 and Hale's 
ironer (made by Conlon) $49.85. 
They announced a clearance of floor 
samples and used radios. Kimball- 
Upson advertised Frigidaires and 
Electrical Appliances, Inc. G.E. re- 
frigerators. Eastern, one of the early 
meter users, sold Frigidaires at | 5c 
a day. Budget banks fulfilled the same 
office on washers. Universal washers, 
Conlon ironers, Modern Laundress 
washer and ironers ($49 at 10c a 
day), and Philco radios were among 
their features. Ward advertised wash- 
ers and refrigerators. F. H. McGin- 
nis sold Grunow refrigerators $5 
down and $5 per mo. with a 6% 
interest charge and a 30-day trial 
period. He staged weekly demonstra- 
tions of Lronrite equipment. Washers 
and refrigerators of various makes 





were advertised as well by othe: 
dealers. 

The San Joaquin 

Light & Power 

Fresno Corp. announced 

——_ new low rates for 


Fresno domestic ser- 

vice and advertised 
their lighting advice service and farm 
lighting for the poultry house. They 
were one of the sponsors of the Fres 
no Bee “Radio Cooking School’’ held 
for three days in the power company 
building. Twenty dealers participated 
in the accompanying refrigerator show. 
The Hockett-Cowan Co. advertised 
Kelvinators .and radio;*the Eastern, 
Apex washers and Frigidaire. Radin 
& Kamp announced the arrival of a 
new carload of Kelvinators, of which, 
they said, over 250 had been shipped 
into the Fresno district since Jan. |. 
Buford, who sold Grunow refrigera- 
tors, Easy washers, ranges and water 
heaters, offered low terms, but no 
meters. Gottschalk advertised Black- 
stone washers, Eureka cleaners, Norge 
refrigerators and White sewing ma- 
chines in a 3-day sale, $52.50 for a 
$75 model. Barrett-Hicks sold G.F. 
refrigerators, Fisher-Glassford Frigi- 
daires. Barkers announced the com- 
bination of a Voss washer and a kit 
chen cabinet for $64.95. The Better 
Homes Furniture Co. sold both the 
Stewart Warner refrigerator and 


radio (value $302.60) for $263.50. 
March 25-30 was 


announced by the 
Los Angeles Los Angeles Bureau 
————me Of Power & Light 
as “First Annual 
Electric Range 
Week” at all dealers. The Southern 
California Edison Co. ran an ad on 
the ownership of their stock and of- 
tered study lamps at $7.50. Barker 
Bros. ran a cooking school in their 
model kitchen and offered specials of 
grillettes at $2.29, Miracle mixers at 
$10.95, coffee makers at $2.95 and 
various small appliances at $1. Ham- 
mond clocks were featured at $2.89. 
Westinghouse and (3.F. refrigerators 





APRIL, 1935—ELECTRICAL MERCHANDISING 

























































were headliners. Bullock's ran a spe 
95 i cial on Easy washers at $89.50. Col- 
at fq ored Norge refrigerators were an- 
59 nounced and a Norge refrigeration 1. H. Whitin 
the | cooking school was held in their kit- “rtd tee 7 an 
‘old chen. G.E. refrigerators and G. E. Ri satel ithe tee 
dat waffle irons ($4.95) were advertised. RR pre 
95. A display of model kitchen plans se ag palates 
. . - grown into a mil 
tas sponsored by the National Architec- lien doll 
moe tural Forum attracted considerable ee ee. 
and attention at Bullock’s. The May a» Ap Chatvanan of 
ae Company devoted March to refrig- the Board, he is still 
tors erators — Crosley, Norge, Westing- at bis desk daily. 
in). house, G.E., and Frigidaire. Walker's 
ale’s held a month-end clearance of floor eo] ef-s 
85. samples and sold O’Keefe & Merritt Th e Res p Oonsi bi | | ty 
loor refrigerators at $109, Maytags at 
yall $69.50 and waffle irons at $3.89. The 
and Broadway announced a 39th anniver- Oo f th te M a k er 
re sary sale. Electric dutch ovens at 
arly $1.95 and Hammond alarms at $2.99 You naturally want to know the repu- 
15 were specials. J. W. Robinson staged : 
ame a 52nd anniversary and ran a half- tation of any firm whose products 
lers price sale on numerous small appli- you handle. You want to know that 
ress ances. The Los Angeles Furniture they are in the stoker business to stay. 
lca Company sold Thor washers and iron- ie. : : 
ong ers, rebuilt Hoovers and Electrolux Whiting Corporation is that kind of 
ash- — ae See at $17.95, an organization—one of the nation’s 
iNl- and floor samples of washers at . 
$5 $39.95. The Eastern featured Frig- oldest ont mages mane a oe 
6% idaire, — and Norge. Sears fuel burning equipment. 1 t 
trial Roebuck sold clocks ($15 value) at EF H P 
tra $7.97, mixers ($10.95) for $8.98 and Ample resources permit the same very ome S a TOS €C. 
“wee irons (reg. $3) for at yh not to mass assembly production methods 
akes mention refrigerators and sewing ma- ‘ th 
ther chines. Deardens announced a wo which enabled motor car makers to f or 4 
ance of new and sample washers at price their products for the masses. 
quin $29.95, with a case of soap thrown 
ei in. Fifteen Gaffers & Sattler refrig- 
ae erators were offered as prizes in a 
a Sperry flour.radio contest. 
ser- Whiting opened up a mass market for stokers — because 
ised its domestic models were designed primarily for the 
Shey The Boston Store’s home. They are not under-sized commercial models. Burn- 
‘i yore cooking school pack- ing bituminous coal at a cost that can be even less than 
icago ed them in on the : ate 
held === iith floor. For the that of hand-firing—Whiting has every home for a 
pan) first time Common- prospect. 
ated wealth Edison lent ish inal 
10W. one of its home service girls to run This gives Whiting dealers a chance to obtain a vol- 
_ a school. Miss Kathryn Jamieson did ‘ie, Ghantuiicin in duakes Mindiosaeen ume of sales comparable to those of electrical refrigerators. 
a her demonstrating on Hotpoint elec- Mr. J. H. Whiting(Founder), Chairmen of Board Automatic Heat is no longer restricted to the homes of 
ac tric ranges. The first thing you know, Gen. ¥. & Cement, Meaines & Ge. Meee anes ma f 
of a Commonwealth Edison Company will Mr. S. H. Hammond (Grandson of Founder), Di- the wealthy. The Whiting is well within the means o 
hich, be selling electric ranges despite its rector of Undericed Seoker Division the average family. 
pped gas company’s affiliation. Jim Parker = : _ 
n. |. at Wieboldt’s hit the damp wash laun- Many leading American distributors and dealers of 
gera dry advertisers a smack in the beezer major electrical appliances are now selling the Whiting 
gna by hae: Poesy at 63c a Stoker, and know that the market we predicted for it is 
lack eran oe ais Weeds Meat otien oa a reality. Even last winter sales were running at what 
orge special on washers at $49.95. Com- had previously been considered good Spring and Sum- 
ma monwealth Edison quoted Kelvinators mer business. 
or a at $147, $99.50 and $206. Gene 
G.I Coyne at General Furniture leaped Wide awake dealers who have not investigated the 
ia weld sig wa wr = market for Whiting—and its profit possibilities—may be 
| kit Egan over at L. Fish Furniture Com- Aerial view of W biting’s large modern plant very much surprised. The coupon below will bring the 
etter pany ran a coupon in his Crosley re- at Harvey, Ilinois. facts. 
1 the frigerator copy directed at suburban 
and prospects. George H. Brown at Mar- 
3.50 shall Field & Company held an iron- 
aa ing party, with — of 4 cloth- 
es for everyone who wanted to sit — ° 6 
the down to an Easy ironer. Pharis Bluc Watch For The New Whiting Merchandising Plan 
ireau at The Fair store is laying it on 
— —_ with two years to pay idea 
on Apex refrigerators. Westinghouse 
ll Sewing Machines at $56.75 seemed Whiting Corporation is YOUR NEXT 
ym . . moving along at the Fair also. one of the world’s old- / 
: ‘urlitzer continued hammering Cros- ost and largest mane- b f M. I f 
Aa - a ae — ~ae C2 tue Tl@a amrneT: 

. ances mus ot, wit ewe Underfeed Scoker Division, WHITING COR. 
= Tea Company advertising Hammond eae pomman 4 PORATION, 15606 Halsed St., Harvey, Ili 
us oO Clocks as premiums with groceries. largest industries and We are dealers in 
rs at Gardner Howland of Commonwealth utilities millions in dinribwsors - 
| and Edison pushed the following small fuel costs Send the facts regarding the Whiting Stoker 
4 appliances: Waffle irons $3.95, Uni- Name | 
<i versal Mixer $14.95, Silex coffeemak- Addeom | 
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A Review of New P-oducts 








Kirby Cleaner 
The Scott & Fetzer Company, 
11401 Locust Ave., Cleweland, O. 

Vodels: C and E. 

Description: Ball bearing motor, 110- 
120 V, AC-DC; “cushioned vibra- 
tion” cleaning action by motor driven 
ball-bearing brush mounted on rub- 
her; brush is adjustable for brittle 
wear; adjustment of nozzle up or 
down (one notch at a time) by “toe- 
touch” control—seven positions; toe 
operated tilt latch; toe operated 
switch mounted on motor; bag emp- 
ties without removing it by means of 
Sani Em-tor feature; safety switch 
prevents starting motor and fan while 
converting Model C for attachment 
cleaning; Model C handle removable 
for substitution of lifter-grip making 
it adaptable for “complete home re- 
novation.” Model E has permanent 
vozzle and handle; trigger switch in 
pistol grip. For rug cleaning only — 
no attachments. 

Price: Model C — $84.50; Model E — 
$69.50. Electrical Merchandising, 
April, 1935. 





W estinghouse 


Water Coolers 
Westinghouse Electric @ Mfq. Co., 
Mansfeld, O. 

Vodels: 3 — SP4, FWP8, FWP 14. 
Description: SP-4 equipped with air 
cooled condenser, motor and compres- 
sor; uses Y h.p. hermetically sealed 
compressor for a.c. application; 
equipped with open type unit for d.c. 
which eliminates need for rotary con- 
erter: capacity, 10 gal. 60° inlet wa- 
ter an hr. 

FWP-8 and FWP-14 employ new 
improved type of cooling—incoming 
water lines are wrapped around out- 
side of evaporator shell, pre-cooling 
neoming water before it goes into 
evaporator itself to get final cooling: 
FWP-8 uses 1/6 h.p. hermetically 
sealed unit FWP-14 1/3 h.p. unit; 
Freon, both machines; FWP-8 capaci- 
tv, 25 gal. 60° inlet water per hr.; 
/ WP-14, 42 gal. 60° inlet water per 
hr.: streamlined Black Dulux cabinet, 
ecessed sub-base 15-5/16x15-9/32 in. 
$2-15/32 im high. — Electrical Mer 

handising, April, 1935. 
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Everhot Kookmaster 
The Swartzbaugh Mfg. Co., Toledo, O. 
Device: Kookmaster for kitchenette and 

small apartments. 

Description: Broiler drawer accomodates 
3 lb. steak or half chicken; 8 slices 
bread may also be toasted in broiler 
drawer; frying and broiling on top 
burner ; operates from convenience out- 
let; 124% in. wide, 11% in. deep, 
7, in. high with cover closed ; chrome 
plated drawer front and cover, black 
vitreous enamel body, red ball feet.— 
Electrical Merchandising, April 1935. 





GE Hotpoint 
Coffee-Maker 


General Electric Co., 
Merchandising Dept., 
Bridgeport, Conn. 

Model: Mayfair. 

Description: 8-cup capacity; upper bowl 
topped by metal cover which may be 
inverted to hold bowl after coffee is 
prepared; lower bow! marked for ex- 
act cup measurements; pyrex glass 
bowls; china drainer assembly; lift- 
ing handle held in position by corro- 
sion-proof Monel-metal spring; base 
encases stove with glow-coil, 550 
watts, 115 volts element; coffee meas- 
ure, extra cloth strainer provided. 


- Price: $6.95.—Electrical Merchandising, 


April, 1935. 





V ogue Hot Plates 


Sheridan Electro Units Corp., 
$241 S. State St., Chicago, Il: 
Models: 1 and 2-burner hotplates. 
Description: “Nichrome” elements; 7 
in. refractory bricks; capacity of 2 
burner stove 1650 watts, 110 volts, 4 
or 6 heats; equipped with baffle 
plates; switches set in recessed pock- 
ets; black top with Ivory or green 
sides and chrome legs, or green stip- 
ple porcelain enamel, or solid chrome 
plate; 2-burner stove 20x1114x5¥% in. 
- Electrical Merchandising, April, 
1935. 








Vogue Food Warmer 


Sheridan Electro Units Corp., 
3241 S. State St., Chicago, Ill. 
Device: Table type food warmer. 
Description: Designed to keep foods, 
toast or liquids warm on table; does 
not cook ; 45 watt capacity, 110 volts; 
85%4x1¥, in. high; chrome top, black 
handles and feet. 
Price: $1.50.—Electrical Merchandising, 
April, 1935. 
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W estinghouse Cleaners 
Westinghouse Electric @ Mfg. Co., 
East Mansfeld, O. 

Models: New motor driven brush clean- 
er and new straight suction cleaner. 

Description: New motor driven brush 
cleaner available with aluminum 
headlight attachment that fits in place 
of trade mark; ball bearing 4% h.p. 
motor; cushion type rubber bumpers; 
tilt latch; nozzle height adjustment; 
weighs about 12 Ibs. New straight 
suction cleaner equipped with new 
nozzle design and more air-power 
than previous models; Lustra-loy met- 
al finish; new nozzle height adjust- 
ment; oilless sleeve bearings. Hand 
vacuum and hand duster cleaners 
have also incorporated improvements. 
Demothing attachment available for 
use in place of dust bag for spraying 
to prevent moth damage.—Electrical 
Merchandising, April, 1935. 


Radio Len-O-Meter 

Leonard Refrigerator Co., Detroit, Mich. 

Device: Combination kitchen “recipe ra- 
dio” and coin meter for Leonard re- 
frigerators. 

Description: Radio unit consists of 4- 
tube set with built-in antenna, finished 
in white, almost entirely conceals 
meter part; constructed so that coin 
which keeps refrigerator operating al- 
so provides current for radio.—Elec- 
trical Merchandising, April, 1935. 





Estate Range 
The Estate Stowe Co., Hamilton, O. 

Model: B-1162. 

Surface Burner: 2-6, in. 1000 watts; 
1-8 in. 1500 watts; 1-9 in. 2000 watts. 
Oven—upper unit 1000 watts, lower 
unit 2400 watts; broiler unit 2000 
watts. 
izes: 44x28 in floor space; cooking 
height adjustable 36 to 38 in.; oven 
16x20x13 in. 

Special Features: Balanced oven heat; 
single-dial oven control; oven pilot 
light; 3x5 recipe card file; removable 
oven bottom and linings; independent 
broiling unit; separate broiler com- 
partment below oven; 2-piece smoke- 
less broiler pan with gravy pool; sep- 
arate broiler control switch; automat- 
ically controlled convenience outlet ; 2 
large roller-sliding utensil drawers; 
4+-piece condiment set; knife sharp- 
ener in utensil drawer; monogram; 
adjustable legs; 1-piece range base; 
porcelain enamel throughout; white 
or ivory with tan top. Optional equip- 
ment available: Time-Estate oven 
time control, front or rear setting; 
Chromalox enclosed - type surface 
units; 5-quarter Electricooker; 4-tube 
Crosley radio; 250 watt warming unit 
for utensil drawer; “Measured Time” 
clock and interval timer; .Utilitoaster 
and auxiliary broiler; cooking - top 
lamp. — Electrical Merchandising, 
April, 1935. 





Crosley 


Icyball Refrigerator 
The Crosley Radio Corp., Cincinnati,O. 
Device: Icyball refrigerator for use 

where gas and electric lines are not 
available. 

Description: No moving parts; freezing 
unit consists of 2 metal balls joined 
together by metal tube; cold ball is 
submerged in tub of water while hot 
ball is placed over stove and cooked 
for about 114 hrs. to force refrigerant 
into cold ball which is then placed in- 
side cabinet. Refrigerant gradually 
vAporizes and returns to hot ball. Ca- 
pacity 3.5 cu.ft. net; freezing tray 
makes 14 ice cubes; white lacquer ex- 
terior, black trim. 

Price: $59.95 f.0.b. factory includes cab- 
inet, stove, Icyball unit, stabilizer 
and tub.—Electrical Merchandising, 
April, 1935. 
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IN SAFETY-ZONE REFRIGERATION 
STEWART-WARNER HAS COMBINED 


E 


EN DABTUITY ca saces snore 2 





@ To build profits for dealers in 1935, Stewart- 
Warner has designed a line that includes the 
common-sense features that you can sell—the 
features customers /ook for and want. Check them 
over: (1) Real Food- Preservation Performance; 
(2) Smart Appearance; (3) Rugged Construc- 
tion; (4) Practical Convenience Features. You'll 
agree that this line has Salability. 


To protect dealers against “feeding back” their 
profits for servicing and repairs, every Stewart- 
Warner Refrigerator has the famous, trouble- 
free Slo-Cycle mechanism—the mechanism that 
has caused dealers everywhere to call Stewart- 
Warner “The Line Without A Service Problem.” 
Ask any dealer that handles the line and you'll 
hear how Stewart-Warner dependability makes 
retail profits net. 


So, to completely round out your selling program 
for the season, be sure to get complete informa- 
tion from your Stewart-Warner distributor. He 
has a dealer plan you'll like. Phone, wire or 
write him today. 


STEWART-WARNER CORPORATION 
1839 Diversey Parkway Chicago, Illinois 








THIS MAN IS ON THE “SELLING FRONT” 


Read What He Says About 
The Stewart-Warner Line 


“If I were asked who and what influenced me 
in my decision to take on the Stewart -Warner 
line of refrigerators, | would answer truth- 
fully —the host of friends I have all over the 
country — distributors of competitive makes 
— who told me unanimously that if I could 
get the Stewart -Warner franchise to ‘grab it,’ 
because the line was the most trouble-free and 
service-free refrigerator line made."’ 


—ADOLPH ULLMAN 
Northeastern Radio, Inc. 
Boston, Mass., Distributors 








STEWART 
WARNER 
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ELECTRIC REFRIGERATOR 
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WHAT SAFETY-ZONE 
REFRIGERATION MEANS 


Authorities agree that a temperature between 42° 
and 45° F. is the ideal zone for proper food pres- 
ervation. In this zone foods are kept at their best 

—at colder temperatures they dehydrate more 
rapidly with loss of flavor in the drying process— 
in warmer temperatures there is danger of spoil- 
age. Stewart-Warner accurately maintains this 
Safety-Zone Temperature — confines fluctuation 
to these narrow limits. Does it economically. 


TEMPERATURE 
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Review of New P-oducts 











Corozone 
Air Conditioners 


The Corozone Co., Cleweland, O 

Models: A, B, C portable air condi- 

thoners 

Description: Circulates, deodorizes, pur 
ifies, cleanses, revitalizes air by ioni- 
zation; new low voltage grid; low 
and high volume speed control switch 
low speed for ordinary odors, high 
speed for heavy cooking odors, etc.; 
Model B in beautifully designed wal- 
nut wooden cabinet may be placed on 
stand, table or desk. Model A, smaller 
device may be installed on wall, stand 
or table; Model C has 500 c.f.m.; 
will also be used as depollenator in 
hay fever season; cabinet 36 in. high, 
32 in. wide, 16 in. deep 

Price: A, $28.50; B, $38.50; C, $98.50.- 
Electrical Merchandising, April, 1935 





Sandusky Washer 


Holland-Rieger, Inc., Sandusky, Ohio 
Model: Sandusky small washer 
Description: 1/3 capacity of regular full 

size washer ; over-all dimensions on its 

legs 19 in.; tub 11 in. high, 14 in 
diam.; reduced size, regular, 4-vane 
submerged aluminum agitator with 
clutch at top for starting and stop- 
ping; completely enclosed gear box 
with worm and worm gear running 
in oil; heavy base, 2 sturdy legs, rub 
ber mounted feet; green porcelain 
enamel tub; drain hose standard 
equipment; rolling, folding stand 


available for $2.50 extra 
Price: $19.95. — Electrical Merchandis 
ing, April, 1935. 
v 





GE Hotpoint Waffle Iron 


General Electric Co 
Merchandising Dept., Bridgeport, Conn 
Model: Warwick 
Description: Expanding hinge for even 

baking of waffle; tray-base and rim 
designed to catch batter overflow: 
natural-wood handles; bakes full-size 
7 in. waffle; quick heating glow-coil, 
660 watts: 115 volts; heat indicater 


Price: $6.45.—Electrical Merchandising, 


April, 1935. 
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Westinghouse Range 
Westinghouse Electrue @ Mig. Co 
Mansfeld, O 


Model: A-63 streamlined table-top 


range 


Surface Burners: 1-2000 watt and 2- 


1200 watt units; 2 Quick-Cook open 
surface oven units, 1500 watts each. 


Description: Equipped with oven pilot 


light; new oven door catch; new elec- 
tric clock capable of controlling 3500 
watts at 250 volts ac. with 3-hr. 
“carry over” in case of current inter- 
ruptions; Built-in Watchman ther- 
mostat oven control; 36 in. to table 
top; white porcelain enamel plat- 
form, front and backsplasher, Dulux 
ends and legs. 


Price: $79.50. — Electrical Merchandis- 


ing, April, 1935. 
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Horton Washers 
Horton Mfg. Co., Ft. Wayne, Ind. 


Models: 19 Custom and 20 DeLuxe 
Description: New octagon design cabi- 


nets; new styling permits use of 23 
in. diam. oversize corrugated tub in 
cabinet requiring only customary floor 
space; floodlight for greater conveni- 
ence and safety illuminates entire wash 
tub; submerged 3-wing agitator with 
vanes extended to top; 14 in. diam.; 
outside, automobile type control lever ; 
4 h.p. heavy duty motor mounted in 
rubber; fully enclosed, sealed mechan- 
ism; drain hose; in-built power drain 
pump supplied at slight additional 
cost; white cabinet and wringer, biack 
legs and splash ring; polished lid and 
fittings 

Model 19 equipped with pressure 
cleansing wringer; 24% in. balloon 
rolls; push-pull plate safety release; 
rolls stop when pressure is released; 
adjustable pressure wheel and easy act- 
ing end lever for resetting pressure; 
high sided drainboard, clothes guide 

and hand rest; water drain flume au- 
tomatically controlled ; new octagon de- 
signed wringer head and post. 

Model 20 equipped with 4-roll auto- 
safe wringer; automatic overload re- 
lease; double wring removes more 
soap; no stop, start or reverse levers; 
no wrap around nuisance.—Electrical 


Merchandising, April, 1935. 











Saturn Water Heaters 
Lectrolite Corp., Defiance, O. 


Models: E-100, E-250, E-500, E-18, 


E-30, E-50, E-80. 


Capacities: 1, 2Y2, 5, 18, 30, 50 and 80 


gal. respectively. 


Description: Model E-100, 1 gal. capac- 


ity, designed for use on wash basin 
for service stations, homes, doctors, 
dentists offices, beauty parlors, barber 
shops, etc. Model E-250, 242 gal. ca- 
pacity recommended for kitchen sink 
use. Combines advantages of instan- 
taneous and storage types of water 
heaters; automatic switch; tempera- 
ture control adjustment; Saturn ther- 
mostat; Chromel element not im- 
mersed in water; plugs into conveni- 
ence outlet, Herculoy metal storage 
tank; lacquer or cadmium finish; 
wattage: E-100, 1000, E-250, and 
E-500, 1250, balance, 2-1000 watt 
units. 


Prices: E-100, $32.50; E-250, $42.50; 


E-500, $52.50; E-18, $65; E-30, $75; 
E-50, $90; E-80, $110. — Electrical 
Merchandising, April, 1935. 

v 





GE Water Coolers 


General Electric Co., Specialty ry 
Sales Dept., Nela Park, Clev 
Models: BM-21, RM-21, RM-51, 


RM-61, RM-71. 


Description: Foot pedal controls faucet 


or bubbler ; splash-proof bubbler drain 
or drain basin ; cooling unit consists 
of cylindrical water-tight chamber with 
continuous silver-filled, seamless 
per refrigerant coil 
Spring-type spacers ; 2-cyli recipro- 
cating-type belt-driven GE i 
unit mounted in bottom of cabinet; 
BM-21 and RM-21 equipped with con- 
tamination- spigots; BM-21, RM- 
21 and RM-51 equipped with 1/6 h-p. 
- type GE motor; RM-61, 
Yh ‘ he. motor; RM-71, equipped with 
ed unit and com- 
bree enclosed ¥4 h.p. motor; carafe 
~¥ or glass filler auiaiiie for RM- 
61 and 71; BM-21 and RM-21 


a porcelain ‘refi compart- 
ment. — Electrical Merchandising, 
April, 1935. 


APRIL, 1935—ELECTRICAL MERCHANDISING 


American Beauty 
Washers 


Getz Power Washer Co., Morton, ||| 
Models: 60 and 10. 
Description: lvory corrugated porcelain 


tub; “American Beauty” agitator with 
spray perforations and concaved bai 
fles; full powered Westinghouse mo 
tor; fully enclosed gear case, all parts 
running in oil. 

“Safety” release wringer stops au 
tomatically and releases roll pressur 
by slight touch of finger on conven) 
ent release bar; stop and start button 
operates simultaneously with pressure 
release. Model 60, 8-sheet capacity 
model 10, 6 sheet capacity; also avai! 
able with 4-cycle gas engine.—Ele 
trical Merchandising, April, 1935 





Standard Range 


The Standard Electric Stowe Co., 
1712 N. 12th St., Toledo, O 


Model: 1445 CAB. 
Surface Burners: 4-8 in. open Speed- 


Heet or Kay 67 burners optional. 


Sizes: Floor space 45x23 in.; 36 in. to 


cooking top; oven, 16x18x14 in. 


Special Features: 2-drawer cabinet base , 


drawers slide on rollers; broiler pan 
and rack and slide oven racks; oven 
temperature control, clock plug and 
appliance receptacle; clock and range 
light extra; white, ivory, ivory with 
black marble, ivory with green mar- 
ble or black with ivory marble finishes 
available.— Electrical Merchandising, 
April, 1935. 







GE Hotpoint Toaster 


General Electric Co., 


Merchandising Dept., Bridgeport, Conn. 
Model: Newport. 
Description: Modernistic design; black 


satin finish with chromeplate side 
panels; mica-core element, 470 watts; 
115 volts. 


Price: $3.45.—Electrical Merchandising, 


April, 1935. 
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IN RANGE DESIGN SINCE THE ADVENT OF 
Electric C. ookery 


Someone once put two units in front... and two in back. And but 


tor MONARCH, ranges might have been built that way forever. Exclusive MONARCH design introduced in 
There’s reason in the MONARCH “In-Line” design... good sound September, 1934 and protected 
reason. 


by letters patent 
CONVENIENCE! All units equally accessible. A practical work-table 


directly in front of each unit. 



































a” SAFETY! No reaching over heated units to get at others. Utensil 
handles never overhang the cooking top. 
_ COOL SWITCH ASSEMBLY! Switch assembly is 10 inches distant from 
ie. to the units and in a separate compartment, insuring many years 
: of smooth operation by preventing heat-drying of lubrication. 
t base, 
er pan Originated by MONARCH and patented by MONARCH, this 
= In-Line” design is offered with three units or four; 15 or 17-inch - 
oom ovens; White or Ivory-Tan enamel. The 75H-3 and the 17H are a 
y with priced to make them powerful campaign models. Seen: . 
» mar- . : — 
=e Photographs and prices will be sent on request. 
dising, oS. 
MALLEABLE IRON RANGE COMPANY : 
14 LAKE STREET BEAVER DAM, WIS. 
——eet Model 17H -- Three 
k ’ surface units and 17- 
inch oven in W bite 
Model F67H-- 17-inch ar lvory-Tan; ‘'Hi- 
a oven, White, Ivory- Efficiency’’ cooker 
Tan or Nile-Green. in left compartment 
Also in 15-inch oven optional, 
in W bite or Tan. 
=p <n 
er S _— 
eeeens 
, Conn 
; black 
te side 
watts, 
sdising, 
Model75H-3--15-inch 
oven and 3 surface 
units, W bite or lvory- 
/ Tan. Also with4 units. 
TT ‘ 
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Profitablee 








for the Dealer? 


When you recommend and sell Buffalo Home 


Ventilating Fans, you are handling a profitable line 


because: Buffalo Fans are not new or experimental. 


They are all steel; rigid, light-in-weight, easily in- 


stalled, practically unbreakable. They have quiet, 


husky motors with plenty of copper in them. 











| . ° 
| Commercial 
} ~r ° 
Sizes: 
BREEZO all-steel quiet 
ventilating fans are 
built im commercial 
sizes from 12” to % 
diameter. Numerous 
constructional advan- 
tages help you sell 
them against all com- 
petition 

Write tor bulletin 


L 2321 








You make a profit on the fan 
and the installation; and every 
customer on your books is a pros- 


pect for home ventilation. 


Write us today for Bulletin 
2892 and prices. 


Buffalo Forge Company 


205 Mortimer St., Buffalo, N. Y. 


In Canada: Canadian Blower & Forge Co., Led., 
Kitchener, Ont. 








A Review of New Products 











BREEZO 


Ventilating Fans 
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Voss Washer 
Voss Bros. Mfg. Co., Davenport, lowa. 
Model: CC cabinet type washer. 
Description: Large size white porcelain 

corrugated tub; heavy steel cabinet 

with porcelain enamel top and pol- 
ished chromium corners; panel cabinet 
door with cord holder; Voss Suds-a- 
rator agitator; Dual safety wringer; 
porcelain drain boards; automatic wa- 
ter control; large balloon wringer 
rolls; heavy duty wringer clutch; rub- 
ber mounted motor ; finger tip control. 

Price: $99.50.—Electrical Merchandising, 
April, 1935. 


v 





Rex Water Heaters 


The Cleveland Heater Cv.. 

1900 W. 112th S:., Cleveland, O. 
Device: Automatic storage water heaters. 
Models: SS, single unit type; SWF, 

single unit with provision for addi- 

tion of a second unit; and SD, double 
unit type with interlocking thermos- 
tat control if desired. 

Sizes: 8, 16, 24, 30, 40, 50, 65, 80 
and 100 gal. 

Description: Accurate vemperature con- 
trol effected by Rex Snap-Action ther- 
mostat; low watts-density heating unit 
of open tube type having high break- 
down co ground rating; “slip in” con- 
struction for element and thermostat 
facilitates inspection or servicing ; non- 
mixing cold water inlet cube; ratings, 
500, 750, 1000, 1250, 1500, 1750, 
2000, 2500, or 3000 watts; standard 
finish light green Krinkle baked enam- 
el with dark green top and base.— 
Electrical Merchandising, April, 1935. 


v 
Cooper Tray Washer 


Cooper Tray Washers Inc., 
753 Bryant St., San Francisco, Calif. 
Device: Tray Washer. 
Description: Fits any laundry tray with 


adj screw . 
with New Departure Radial ball 
bearings; satin finish aluminum hous- 
ing or in colors; Dural Agitator 
shaft; polished aluminum agitator; 
4 h.p. GE motor; removable Lovell 
wringer equipped with 24% in. over- 
size balloon rolls, safety release and 
roller tension handle, 8-positions. Cir- 
cuit breaker incorporated in De Luxe 
model. 

Price: De Luxe, $89.50; Junior, $79.50.— 
Electrical Merchandising, April, 1935. 
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Standard Water Heater 


The Standard Electric Stove Co., 
1712 N.°12th St., Toledo, O. 


Models: 2631 and 2632. 
Description: 30 gal. water heater for off. 


or metered service; new type im- 
mersion unit gives instant application 
of heat to water; one or two elements 
optional; lower element usually 750 
watts, upper 1500 watts, each on sep- 
arate temperature control ; switch con- 
trols both units; water trap in hor 
water line; drain pipe at bottom; 20x 
20 in. floor space, 63 in. high with 
legs; grey lacquer finish with black 
legs and top.—Electrical Merchandis- 
ing, April, 1935. 
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W estclox Clocks 
Western Clock Co., La Salle, Ill. 


Models: Ben Franklin; No. 800 wall 


clock 


Description: Ben Franklin, modernistic 


design; 54% in. high; lustrous black 
composition case, gold trimmings; in- 
laid white index numerals on raised 
bezel; synchronous, self-starting, low 
speed motor. 

No. 800 wall clock, simplified manu- 
al starting; low speed motor; 6% in. 
high and wide; 5 in. metal dial; con 
vex glass; ivory or green composition 
case.—Electrical Merchandising, April, 
1935. 





Victor Fans 


Victor Electric Products inc., 
712 Reading Rd., Cincinnati, O. 


Models: FS-8X, FS-7, FT-11and FT-25. 
Description: FS-8X Silver Streak 8 in 


non-oscillator, 1 speed fan, modern 
art design, black and silver finish, 
tilting adjusement for breeze direction , 
no radio interference; 110-120 volt 
a.c.; 30 watts. 

FS-7 and FT-11 10 in. oscillator 
patented Breeze - Spreader eliminates 
draft dangers; FS-7, 1-speed; FT-11, 
3-speed; 40 watts; FT-25, Luminaire, 
12 in. Breeze-Spreader fan mounted 
on standard with twin sidelights at 
each side and backed by artistic gril! 

— Electrical Merchandising, 
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Going places! What other refrig- 
erator in the entire history of the 
industry ever met with such wide- 
. spread distribution and sales in 
wall such short time? What other re- 
nistic frigerator so instantaneously won 
i the approval of distributors and 
.7 dealers from coast to coast? 
ne Why did these men, old in re- 
“con frigerator knowledge, look at the 
sition © ~ 
April, Fairbanks-Morse refrigerator and 
decide so quickly that this was the 
line they would handle this year? 
The answer is the CONSERVA- 
DOR !—the biggest selling feature 
built intoa refrigerator since home 
refrigeration began. Franchises 
are still open for the right type of 
dealers in some localities. A few 
1 opportunities still exist for dealers 
_— to ally themselves with one of 
=ry (merica’s oldest, largest, and most 
con respected manufacturing organi- 
; zations. Write, phone or wire for 
d complete information and name a : 
ie of nearest distributor. Fairbanks- = 
_ Morse Home Appliances, Inc.. 
ee. 130 South Green Street, Chicago. 





Cable Address: FAIRMORSE, CHICAGO 


FAIRBANKS-MORSE. 


RADIOS-WASHING MACHINES-IRONERS FY Mf 
105 YEARS OF PROGRESS IN PRE a CISION MANUFACTURING 
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ALUMINUM COMPANY OF AMERICA - 1860 GULF BUILDING . PITTSBURGH, PA. 
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Ilg Air Conditioners 
Ilg Electric Ventilating Co., 
2850 N. Crawford Ave., Chicage, Iii. 
Models: Model 11 Spot Kooler, and Ilg 

Ceiling type unit. 

Description: Spot Kooler, self-contained 
cooler and dehumidifier, suitable for 
use in office, home, shop, restaurant; 
operates on same principle as electric 
refrigerator; equipped with water 
cooled compressor located in base of 
metal cabinet; fan and coil located in 
top; circular adjustable grille pro- 
vides concentration of cooled air to 
right, left, up or down, over 360°; 
connects to light circuit and water 
supply and return lines; grained cab- 
inet 42% high, 2914 wide, 1814 deep. 

Ilg ceiling type unit coolers avail- 
able in 4 sizes from 1 to 4 ton cooling 


EC-7 casserole, 34% qt. capacity ; rec- 
ommended for all casserole dishes; 
equipped with Pyrex glass cover. 


ae ? 








EC-18 cooker roasts, bakes, boils, 
stews, steams as well as waterless cook- 
ing; an 8 Ib. roast, potatoes another 
vegetable and a pudding may be cook- 
ed at the same time; requires no at- 
tention; much of cooking done by 
stored-up heat; recommended for tak- 
ing dinners on outings, thermal con- 
struction keeps foods hot or cold for 
hours; capacity i0 qts.; 3 qt. covered 
utensil, 2 half round utensils, utensil 
rack and lifter comprise equipment; 
overall dimensions, 15 in. high, 12 
in. diam. 

All appliances finished in stainless 
“gunalloy” baked enamel with chrome 
capacity; for stores, restaurants, of- trim.—Electrical Merchandising, April, 
fices, etc.; directional air control af- 1935. 
forded by circular adjustable grille; 
hinged front panel makes expansion 
valve and coil easily accessible; all 
connections made in back of unit 
where drain supply and return refrig- 
erant lines are grouped together at 
base of fan support; can be used sin- 
gly or in multiple with remotely lo- 
cated compressor; Freon, Methyl 
Chloride or cold water may be used 
as refrigerants; self-cooled motor pro- 
peller fan mounted at back.—Electri- 
cal Merchandising, April, 1935. 
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Everhot 
Roaster and Casserole 


The Swartzbaugh Mfg. Co., Toledo, O. 

Devices: No. 650 roaster, EC-18 cooker, 
EC-7 casserole. 

Description: No. 650 roaster may be used 
for baking, frying, vegetable cooking 








Timken Water Heaters 


Timken Silent Automatic Co., 
100-400 Clark Ave., Detroit, Mich. 
Models: 2 new oil-fired domestic water 

heaters. 

Description: Self-contained water stor- 
age tank type consists of fully en- 
closed oil burner, 40 gal. storage tank, 
heavily insulated casing, relief valve 
and automatic controls; copper or 











CHROMALOX RANGE UNITS 


[bis You can fit any range with a set of these modern “Super-Speed” 
Powerful Units—but you need not stock up with every size unit to do it. 
Sales The inexpensive adaptor ring comes in all the sizes (65) and with 
Campaign only four sizes of units, permits the fitting of amy range, old or 

new, now in use. Here's a real saving for the dealer or power 


. kine wothuber f 
siers everywhere. G company. 
| details vend : 
ng nn Chromalox “Super-Speed” Units are everywhere showing 
— range owners the advantages of clean, speedy, economical electric 






cooking. And they are making new customers for every dealer 
who handles them. 








EDWIN L. WIEGAND COMPANY 
7525 Thomas Blvd., Pittsburgh, Pa. 


Without obligation, send us complete data about Chromalox SapeeGpeet 
Replacement Range Units and how we can make money sells 7m. 
There are approx elec. ranges in the territory we serve. Check which 
[] We sell elec. ranges. () We do noc sell elec. ranges. 


[) Send us 
catalogs about Chromalox-equipped electric ranges. 


<<seeeeesseaeeesy 


Position 
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and cold-pack canning as well as roast- 
ing; equipped with 3 seamless alumi- 
num pans, large removable oval por- 
celain enameled insert for roasting 
large hams, etc.; 11 liquid quart capac- 
ity; 1914 in. long, 12 in. wide, 10% 
in. high. 


~<a 


APRIL, 


galvanized steel tank available—dome 
type combustion chamber and a 4in. 
flue provides large area of heating 
surface; coil type units with “bee- 
hive” copper coil; recovery rate 40 
gal. per hr. heated through 100° rise 
in temperature. 

Another model is provided with 
copper water coil instead of tank, de- 
signed for installation with separate 
water storage tank of any capacity to 
200 gal.; adapted for installation in 
apartment houses, commercial and in- 
dustrial structures as well as residenc- 
es. Both models provided with “Wall 
Flame” rotary type burner; uses No. 
2 oil; electric ignition; quick heat- 
ing chromium steel flame rim provid- 
es split-second warming up; 1/200 
h.p. motor; automatic safety and 
operating controls; water tempera- 
tures can be regulated by finger-tip 
adjustment of control lever; 2-tone 
green lacquer finish.—Electrical Mer- 
chandising, April, 1935. 
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Advertising in 
Small Space 


eee CONTINUED FROM PAGE a 


return. He watches the calendar, and 
his competitors. He does not advertise 
the same type of merchandise that his 
competitor is advertising, if his prices 
and terms are less attractive. But he 
tries to capitalize competitors’ adver- 
tising by making the best possible of- 
ferings concurrently with them. He 
watches the national advertising. If 
the magazines and radio, for example, 
are driving hard on refrigerators, he 
ties in his local ads to get the benefit 
of this general impetus. His suppliers 
keep him informed of their general ad- 
vertising and even furnish him “ready- 
made” ads to run in his paper. 

Periodically he may hold a “Clear- 
ance Sale” to push out of the store 
the odds-and-ends, shelf-warmers and 
dust-collectors of merchandise. This 
kind of advertising calls for different 
presentation (as will be covered in 
later articles). 

Having determined what to adver- 
tise, the next question is how to do it. 

In this article we confine ourselves 
to his newspaper presentation. But be- 
fore we go further we should consider 
the purposes of the advertisement. 
This of course relates to the previous 
question. Is it to sell service, or mer- 
chandise? Is it a special “bargain” or 
“clearance sale’ to be featured, or the 
exploitation of a single appliance? 
Will the product appeal to men, or 
to women, or both? Is it “conveni- 
ence” merchandising (such as lamps, 
cords, etc.) or “specialty” (such as 
washer, ironer or refrigerator)? Or 
does he merely want to keep his name 
before the people of his community? 

Every advertiser should advertise for 
a definite purpose. It may be to sell 
appliances, or some sort of service, or 
energy, or all three. Before he builds 
the “style” of his advertising appeal, 
the purpose of the advertising should 
be settled. For instance, if the pur- 
pose is to secure salesmen, he would 
hardly expect to use the same style of 
display, text and picture that he 
would in selling irons. The purpose 
usually conditions the makeup and 
size of the advertisement. 

An expert sums it up in this way: 
“Prepare an advertisement to force 
the attention of the reader, to impel 
action. The purpose of an advertise- 
ment should be: To be seen — to be 
read —to be believed — to be remem- 
bered.” 

No matter how small an advertiser 
he may be, at the very outset he 
should attempt to develop a definite 
and, if possible, a distinctive “style.” 
Like his letterhead, his newspaper ad- 
vertising should be distinctively “him” 
or his business. Let him remember that 
“the style’s the thing.” Style it is that 
determines the kind of copy, the illus- 
tration, the type-face to be used, and 
the arrangement of all these. Analyze 
almost any successful advertisement 
and you will find it possesses a style 
or “theme” that fulfills these injunc- 
tions. 

Construction of advertisements that 
lack the above qualifications is usually 
due to inattention on the part of the 
advertiser. Too often he depends up- 
on an incapable “somebody”, in his 
employ or upon outside sources to get 
results. He should not count too much 





How many of your prospects 


are “LEFT ON THIRD BASE”? 


Tere are many prospects on third base 
right now, waiting for a little “hit” to bring 
them into your store... prospects who want a 
certain advertised brand but who don’t know 
where to buy it. 

You can close these sales, can bring them 
“home.” Simply list your store in the classified 
telephone book under the brand names of the 
nationally advertised products that you sell. 
Prospects look for the brand name and are 
directed to you, as an authorized dealer. 

Dealers now using the classified testify that 
it brings in new business, increases sales. Their 
experience confirms our own surveys, which 
show that 85% of all telephone subscribers 
use the yellow pages to help with their buying. 

You can reach this large group of buyers 
for only a few cents a day. The cost to dealers 
is very low, because most manufacturers co- 
operate by providing the trade mark heading. 


Ask your Directory Representative for 


full information about “Where to Buy It.” ‘a 
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The Leonard listing above is a typical example of 
“Where to Buy It.” Other electrical manufacturers 
making this service available to their dealers include: 
RADIOS: Philco, RCA-Victor, Stromberg-Carlson. 
REFRIGERATORS: Frigidaire, GC. E., Kelvinator. 
Norge, Westinghouse. SEWING MACHINES: White 


G.E., Hoover, Premier. WASHING MACHINES: 
Easy, Horton. 


ay Domestic. VACUUM CLEANERS: Eureka, 
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400 WOMEN DEFY 


ZERO WEATHER! 


in Town of 
only 11,000 
Population 


Brave Snow and 
ice to Attend 
Leonard Sound 
Picture 


Four Sales Closed on 
Floor—267 Prospects 
Listed 





[magine a sales plan like this! 
\ plan that actually made 400 
women defy snow, ice and zero 
emperature to visit a Leonard 
howroom! All on a single speci- 
ied day! Of this number 267 
vere actual prospects. And in 
iddition, 4 floor sales were made 
n the spot! 


his happened on February 26, in 
l‘remont, Nebraska, a town of 
nly 11,000 population. Jake 
\avich was the Leonard dealer. 
\nd “Your Unexpected Guest,” 
he sound picture around which 
his unique sales plan is based. 


Available to All 
Leonard Dealers 


(‘his proved, sales-producing plan 
s available to all Leonard dealers. 


a ¥ 





THINK OF iT! In weather like this, Jake Kavich, Leonard dealer in Fremont, 
> Nebraska, brought 400 women into his showroom. And 267 of 
And four sales were 


them were actual prospects 
made at the time on the floor! 


[It brings interested prospects 
right into dealers’ stores. Saves 
much of the time ordinarily 
spent hunting out these buyers. 


In one city of 13,000 it brought | 


300 women into the Leonard 

dealer’s display room. It drew 

125 to another dealer’s store in a 

town of 3600. It has repeated 

these results month after month. 

And it will do the same for you 
. if you give it a chance. 


This, and many other sales plans, 
plus the outstanding new Leonard 
line for 1935, promise great 


interested in refrigeration. 





Perhaps women won’t come in 


| carrying a sign labeled, “I’m a 


things for Leonard dealers. So if | 


you're looking for a real, profit- 
able franchise that you can count 
on... and build on... learn 
more about Leonard. Write or 


prospect for a Leonard Refrig- 
erator,” but when they visit 
Leonard showrooms in response 


| to this remarkable plan, you can 


wire today for full information. | 


LEONARD REFRIGERATOR 
COMPANY, 14257 Plymouth 
Road, Detroit, Michigan, and 
London, Ontario, Canada. 





NOW PROSPECTS 





CALL ON DEALERS 











LEONARD 





shows dealers a new trick. Gets prospects to call on them, in- 
stead of wasting valuable time hunting out prospects. 


Can gou 


ifford to overlook Leonard when considering your new refrigeration franchise? 
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count on the greater majority of 
them being red hot prospects for 
Leonard. If you'd like more 
information about Leonard and 
what Leonard does to help its 
dealers, write today. 





Here you see one of the scenes 
from Leonard’s sound picture, 
“Your Unexpected Guest.” This 
is only one of four interesting, 
dramatic sound pictures on which 
this sensational plan is based. Do 
you wonder that these entertain- 
ing shows make such a hit every- 
where! Learn all about them now. 
Get ready for the big selling 


| season ... with the Leonard line. 


(ADV. 














What Dealers 
Are Doing 


ome CONTINUED FROM PAGE 4) == 


er $3.95, Hospitality tray $21.00. The 
Edison Company also offered free 
home trial with the $69.50 ABC 
washer. Add the little house tele- 
phones to the electrical items that are 
showing high gift and household util- 
ity value. Marshall Field & Company 
was reported as having sold several 
hundred sets in one month. Wieboldt’s 
refrigerator sale offered General Elec- 
trics at $133, Crosley at $149.50 and 
$112.50, Frigidaires at $99.50 and a 
nameless box at $79.95. Sears boosted 
a Kenmore washer at $32.85. Specula- 
tion is it’s a close-out model. 
Kansas City had 
enough appliance ad- 
Kansas City vertising in March 
———=—=—= t0 choke a horse. 
Mahorney offered 
$10 for your old 
washer. Jerry Weston of the Electric 
& Radio Association lammed over a 
lot of good publicity on the economy 
of electric refrigerators, and the Star 
built pyramid after pyramid of re- 
frigerator advertising around this big 
display space. C. L. Farley of Kansas 
City Power & Light Company group- 
ed Frigidaire, Hotpoint, Westing- 
house, Kelvinator and Grunow boxes 
in big ads. It’s policy of quoting only 
$5 down, and 24 months to pay looks 
sound, as that’s the way the man in 
the street thinks. Electrolux gas re- 
frigerators are coming into the Kan- 
sas City picture, with the Jones Store 
all set to go to town with them. 
There’s a Jenkins jingle in its Norge 
advertising, “15c a day, the Jenkins 
way.” The ice companies are striking 
back at electric refrigerator advertis- 
ing with a Coolerator. Distributors 
Moser & Suor plugged Norge refrig- 
erators with the theme “Food savings 
enough to meet the payments.”” Mid- 
west Electric Appliance, Inc., asked 
the question “How long will the re- 
frigerator last ?”’ building an ad around 
the GE with prices as low as $77.50 
f.o.b. factory. The spring refrigeration 
show pushed hard the “keeping up 
with the Jones” theme of “one out 
of two” Kansas City homes already 
have electric refrigeration. Kansas 
City, Kansas, ran space declaring that 
its business men knew a bargain when 
they saw it with electric power at “ec 
a kilowatt-hour. The Board of Public 
Utilities paid for the ad. Harris-Goar 
advertised they had gone 100 per cent 
Westinghouse. A group of apartment 
hotels advertising their advantages cit- 
ed refrigeration and electric ranges 
as leading inducements. Davidson's 
advertised Frigidaires at 15c a day. 
The Kansas City Power and Light 
Company put over a thought with the 
washing machine ad “It doesn’t take 
a strong arm or hours of time.” The 
Board of Public Utilities in Kansas 
City, Kansas, pushed electric cookery 
by using testimonials of users. Cool- 
ness, exact temperatures and freedom 
from smoke seem to be preferred 
points made. Midwest Electric Appli- 
ances held a display week for the GE 
refrigerators. Jenkins Music Company 
went to bat for the Fairbanks- Morse 
refrigerator. Katz, famous drug store 
chain, advertised refrigerators at its 
super-store which apparently handles 
(Please turn to page 66) 
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Mutus WRINGERS have distinctive features of such 


strong sales appeal that washers equipped with them com- 
mand prices far up in the profit range. 

These features are quickly demonstrated and convincing 
—remarkable improvements in safety, convenience, beauty, 


durability and efficiency that establish a new, high stand- 
ard for rapid and trouble-free cleansing of all fabrics. 


More and more models, made by a growing list of prom- 
inent manufacturers, embody Mullins Wringers— giving 


distributors and dealers a powerful influence for building 
highly profitable business ” large volume. 


Look for Mullins Wringers on washers in the PROFIT 
RANGE. 


MULLINS MANUFACTURING CORPORATION 
SALEM, OHIO 


Producers of Vitreous Enamel Washing Machine Tubs, Evaporators for Electric 
Refrigerators and Auto Body Stampings. Makers of the Famous Mullins Boats. 


eo) 31:7 Wale). COMPACT 
SAFETY RELEASE DESIGN 
AND : 
RE-SET 


ENCLOSED ‘* 
NON-SPLASH 


DRAIN 
.% 
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MULLINS WRINGERS PUT PROFITS 
INTO WASHING MACHINE SALES 


TRADE MARK 


U.S. PAT. OFF. 


WRINGERS 





Model MT 


Same distinctive features as Model M ex- 
cept that it is equipped with a 
conventional 


AUTOMATIC 
SELF-ADJUSTING 
SPRING 
TENSION 


SAFETY. 
DRY FEED 
REST 
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MAKE 
ONE SALE 
LEAD TO 
ANOTHER! 





“Hello Jim 
Blew out 
couldn't 


the 


“Better buy a dozen of these G-E 
Fuses, Mr. Jones, and have some on 
hand next time.” 


“O. K. That's a good idea.” 


“Anything else, Mr. Jones? These 
G-E Twin and Triple Taps are handy. 
Say, have you seen the Heater Cord 
Sets | just got in? They've got a real 
unbreakable all-rubber plug.” 


Give me a couple fuses. 
the lights last night and 
find a single good one in 
house.” 


“That reminds me Jim, we need .. . 
I'll buy them now and take them 
home.” 


That's happening right now, the coun- 
try over. And that's why it PAYS to 
carry these G-E Wiring Devices. See 
your G-E Merchandise Distributor for 
complete information, or write Sec- 
tion D-194, Merchandise Dept., Gen- 
eral Electric Co., Bridgeport, Conn. 












> PYREX* TOP 
FUSE PLUG 


TEXTOLITE 
FUSE PLUG 


n 

HANDY PULL 
HEATER 

PLUG 


aa 





HEATER CORD SET WITH 
UNBREAKABLE PLUG 
‘Reg. U. S. Patent Office. 









GENERAL £2 ELECTRIC 


WIRING 


8) et 
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The refrigeration floor dis- 
play in this store is as care- 
fully lighted as the stage in 
a theatre. 


Spotlight 


OOD showmanship is the back- 
bone of success in the big tent. 
The plastering of bill posters, 
the advance publicity, the parade, the 
ballyhoo and the roll of the drum 
when a difficult feat is under way, 
are responsible for half the glamor of 
the circus. It takes a good show, too, 
of course, but we shouldn’t know we 
wanted to see it, nor should we be 
half so satisfied with our bargain after 
we had paid for our tickets if it were 
not for the fact that our minds are 
prepared to like it in advance. 

This same showmanship is equally 
important in selling electrical equip- 
ment, according to J. H. Anderson, 
second vice president in charge of 
sales for the Powers Furniture Com- 
pany of Portland, Ore. The customer 
is sixty percent sold on the store and 
the product by the time she comes in- 
to the shop, in his opinion; store dis- 
play and preparatory salesmanship ac- 
count for another thirty percent of 
her interest, leaving only ten percent 
to the actual selling period. That his 
sales methods “click” is well shown 
by the store's sales record in the elec- 
trical field. Last spring the store gave 
the order for a 21 carload shipment 
of Kelvinators—the largest, it is said, 
of any single order ever received from 
a furniture store at the factory. 

Of course, in order that the task of 
the closing salesman shall be thus sim- 
ple, it is necessary that a careful 
foundation be laid. The Powers Fur- 
niture Company has built up a repu- 
tation in the community through years 
of service, but it does not by any 
means rest on its laurels. It is a con- 
sistent advertiser, with its electrical 
department prominent in its headlines, 
so that the story of the value of the 
product, of the advantageous price 
and terms available, and of the service 
rendered by the store is already told. 
Mr. Anderson finds that fully ninety 
per cent of those who come into the 
electrical department have already 
read the store advertising. 

Secondly, the store believes in win- 
dow displays. J. Walter Johnson, a 
window display artist of national rep- 
utation, is in charge of windows for 
the company. Mr. Johnson is dealing 
entirely with inanimate objects, fur- 
niture and appliances, which in them- 
selves have little personality or dra- 
matic appeal. He therefore sets out 





isplay 


Refrigerators against colored back- 


grounds are lighted by high intensity 
flood and spotlights 


to give them a personality through his 
displays. He is famous for his the- 
atrical windows, in which the product 
may be said to be the hero of the 
picture. Simple backgrounds and floor 
materials, utilized with effective color 
combinations and judicious lighting, 
produce breath taking effects. Up to 
the present time, Mr. Johnson has a 
record of 105 prizes taken in national 
and local window display contests. 
His rooms are littered with 

and he could serve a large luncheon 
party from his silver cups. 


This same principle of spotlighting 
the article displayed, dramatizing it 
and enhancing its desirability through 
the central position which it holds, is 
carried out as well in store display. 
Refrigerators are shown in a base- 
ment department, marked off from 
the rest of the floor by a half parti- 
tion. This space is fully 50 by 100 ft. 
and is edged by a raised dias built all 
around the room. A black fringed 
valence increases the effect of a stage 
and provides a protection under which 
regular stage lights shine down upon 
the 150 or more refrigerators here 
displayed. A green background makes 
an effective setting for the brightly 
illuminated boxes. At two places—one 
at the far end as the customer enters 
and the other directly opposite the cor- 
ridor leading to the elevator, are two 
miniature stages on which a special 
arrangement of electrical appliances 
is made, this time with some human 
interest. 


RRANGEMENT of the floor is 
carefully considered. As the cus- 
tomer leaves the elevator, she looks in- 
variably to the right. This observation 
was made by Mr. Anderson after watch- 
ing hundreds of women take that first 
involuntary glance. The space to the 
right of the elevator, therefore, is care- 
fully arranged to present a picture— 
this time of small electrical appliances, 
toasters, holloware, etc. As the woman 
going in the opposite direction looks 
with equal certainty toward the other 


side, this is also arranged to suggest a 
single idea. Here are ranges and cook 
ing equipment of all kinds. At the end 
of the corridor, as mentioned, is the 
stage, on which is displayed the equip- 
ment which at the moment is receiv- 
ing the most concentrated attention. 


HE area devoted to refrigerators 

is a clear space. The 150 models 
line the walls, or are backed against 
the few pillars which give occasion 
for such a grouping at the corners. 
The effect is impressive and plays an 
important part in creating the proper 
impression in the customer’s mind. 
Mr. Anderson says that almost inva- 
riably the customer makes some com- 
ment upon the display in the opening 
sentence. The fact that these refrige- 
rators are all of one make, though of 
course, there is a wide range of mod- 
els, has a good effect also. “Are these 
all electrical refrigerators?’ “How 
many lines?” “You don’t mean it!’ 
is a characteristic sequence. 


Sometimes it is found advisable to 
display equipment elsewhere in the 
store. Once when Mr. Anderson had 
a new combination range to sell, with 
the merits of which the public was 
not familiar, he set up his equipment 
in an entirely different part of the 
store. He did not even have one of 
the ranges on display in the down- 
Stairs department. He did, however, 
have on hand one of the burners, a 
special feature of the range. When 
someone came in inquiring for the 
range, or when he thought he had a 
good prospect among those who had 
originally inquired for something else. 
he brought out his burner and with it 
in his hand, he took the customer up 
to the fifth floor in the elevator, ex 
plaining the special features of the 
range all the way. By the time she 
actually viewed the range, the cus 
tomer was already sold the idea that 
it was a desirable article. She viewed 
it with interested and acquisitive eyes. 
Five carloads were sold in a short 
period. 
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sling Tests 


REVEAL SUPERIORITY OF 


lron Horse 


by washing machine engi- 
neers themselves, reveal 
the outstanding superiority of the 
IRON HORSE — the latest devel- 


opment in small gasoline engines. 


Read the following excerpts from 
their reports. 
* 


“We find the Iron Horse very suitable 
for our purpose, as it is the most adapt- 
able engine on the market. Its steady 
and smooth jormance make it very 
aoa for orem appliances, such 
as w i machines. Mechanically, it is 
far hand of any other engine of its clase.” 


“At the beginning of the run a tank of 
gasoline mcg 3% hours, but at the 
present time this es the 
engin aes bar Gas e have also 
found this unit to be economical in oil consumption, 
which we have changed every 16 hours during this run.” 
+ 

“At 9 o’elock A. M. the engine was shut down and test 
discontinued. Total running hours — 704.5. The oil 
had been checked every 8 hours and level maintained. 
The oil was chan every 48 hours. Gasoline con- 
sumed —.39 pounds per hour average. Engine seemed 
to have abundance of power and a minimum of vwi- 
bration. If valves were ground and carbon cleaned, 
engine would be in condition to render many more 
hours of service.” 


* 

“We had a load in the machine equivalent to approxi- 
mately 400 to 500 watts, and we got 3% hours run from 
1 quart of gas, on the average. The engine burned 
about | oz. of oil to each quart of gas. In our tests in 
starting the machine at 4 degrees above zero, it took 
from 8 to 12 strokes to start the engine. In room tem- 
perature it took from 3 to 4 strokes.” 


Ge tests, conducted 





F 
CYCLE Oo 


“We have had one of your Iron Horse 4 cycle gas en- 
gines on test for some time and thus far it has proved 
to be just as you represented it. We are highly pleased 
with it from the standpoint that it is much lighter 
than the engine we were formerly using, as well as 
more attractive in appearance.” 


* 
DEALERS; DISTRIBUTORS 


The IRON HORSE is the industry’s latest develop- 
ment—in which modern design lends attractiveness 
and compaciness to a unit of brilliant mechanical 
performance. It weighs only 34 pounds. It stands only 
9% inches high, 14 inches long and only 11% inches 
wide. It is a 4 CYCLE engine of % horsepower rating. 
It is the aristocrat of small gasoline engines — and 
looks the part! It has genuine sales appeal—in appear- 
ance, in ——) im dependability. Ask the manu- 
facturer of your line about it! 


A Product of JOHNSON MOTOR COMPANY, 1810 Pershing Road, Waukegan, Ill. 
Address IRON HORSE DIVISION 


Cc Ji. lob 
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Moter Co., Lid. Peterboro, Canada 


THE ARISTOCRAT OF SMALL GASOLINE ENGINES ¢ MADE BY THE BUILDER OF THE WORLD FAMOUS SEA-HORSE OUTBOARD MOTORS 
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SERVICE 


How to Leak-Proof Fittings 


By HW’. T. Cleve 
When threads of refrigerator fit- 
tings are so worn that they cannot 
easily be made leak-proof by applica- 
tions of whitelead plug the end of 
the male fitting with a cork, apply 
soldering flux liberally to the threads 
and then dip the fitting quickly in 
molten solder 
If the operation is properly per- 
formed a thin coat will be 
built up over the male fitting threads, 
the cork preventing the solder from 
entering the fitting, and when the 
joint is re-made this extra amount of 
metal will insure a tight fit 


solder 


Eureka Cleaner Overhaul 


By kb. P. Wald 
‘The following trouble-chart is re 


ommended tor use when overhauliny 


bureka sweepers It also applies 
some extent. to other makes. Sug 
gestions are numbered and corres 


ponding numbers appear on the draw 
ing to facilitate rapid location of the 
fauit 

1. A.c. plug Tighten screws 
bend blades slightly out. Check cord 
for breaks where it leaves the plug 

2. Ac. cord Check for bad 
which may be taped. Replace 
entire cord if badly worn 

3. Check 
top of handle 


spots 
cord where it goes into 
This is the most likely, 
point of breakage in the entire cord 
Tighten two small! blue screws hold 
ing wooden knob to top of handle 

+. Switcl lf switch is defective 

Otten the 
loose and IS 
bought separate 
holding switct 


t should be replaced 


thumb-piece becomes 
lost. This may be 
I Tighten screws 
to handle 
The wires to the switch are sometimes 
pulled off. Switch is removed by pull 
ing up through top of handle. First 
loosen wooden knob. Remove thumb 
piece (one screw) remove two screws 
holding switch to handle. Pull out 
through tol 

5 Mysterious 


They are generally loos 


tatlures may often 
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yg blades bent 
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DEVOTED TO THE ADJUSTMENT AND REPAIR 
OF DOMESTIC ELECTRICAL APPLIANCES 


By W. W. MacDonald 


Service Edito: 


be traced to breaks at this point. Make 
sure that nuts holding lugs to motor 
are tight 

6. Sparks and vivid blue flashes 
causing motor to overheat, loss ot 
power, and similar indications of 
trouble are generally caused by on 
or both carbon brushes sticking. Some 
times the brushes warp a little an 
bind in the holders. The brush spring 
cannot take up wear of the brusl 
This causes arcing as brush wears 
away trom commutator. Sometimes 
grease has worked up int 
brush holders and onto commutato: 
Remove brushes, wipe with clea: 
cloth. Rub brush on piece ot sandpa 
per placed on smooth surtace. Brushe: 
should ft easily in brush holde: 
Clean commutator with (HMM) Salhi 
paper. ldo not use emer) 
7. Check two nozzle wheels and 
rear wheel. Hair, thread and even 
string may be binding them, causing 
a drag. Worn out of shape wheels 
should be replaced as they do not 
hold the nozzle in proper position for 
good cleaning. Lubricate with drop ot 
oil. Make sure two nozzle wheels do 
not have too much side-play on their 


excess 


shatts. About 1/16 inch is plenty 
8. To oil plugs Remove 
and pack with a small amount of 


vaseline or good cup grease. Do not 
use too much as the extra quantity 
wil! squeeze out into the inside of the 
motor and gum it uj 

9. Nozzle lock . This lock is 
frequently broken when cleaning un- 
der radiators. Be sure and have the 
serial number when ordering a new 
part as there are several types 

10. Nozzle clip . . . Check here as 
these parts may have been bent or 
twisted when a nozzle back came 
loose Trouble here Causes an improp 


er fit of the nozzle to the tan housing. 
This causes leakage, reducing vacuum 
and greatly impairing cleaning ability. 
Bend parts back in place with pliers. 

11. Handle lock . . . Breaking of 
this simple spring causes handle to fall 


——_— cl 
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ew Sew’ 
frorr 
Tear .-»” inside 
te eee | 
Torn Bac 


How Bag Looks Afte 
Répa:’ 
Bag Repair 


when released. Handle will not stand 
up by itself. When replacing spring 
rub vaseline on its friction surtace 
If this spring is not broken tighten 
and lubricate it. You may have to 
bend it out a little to increase tension 
against voke 

General tips . . . Leaking or torn 
bags should be replaced. If a tempor- 
ary repair is desired clean out bag, 
turn it inside out. Sew a seam across 
a portion (longways) of bag, thus 
sewing around tear as shown in 
sketch “A 

A big improvement mav be made 
in cleaning ability of early models. 
These sometimes do not pick up 
threads or lint unless the nozzle brush 
is clipped on. Some people do not like 
to use a brush constantly on thei: 
carpets. By simply filing a smal 
groove in each edge of the tip of the 
nozzle the cleaner will do the jot 
without the brush. These two sma! 
grooves actually improve the actior 


Groove: Mouth of nozz' 
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Increasina Efficiency of Early Mode: 


by acting as by-passes and creating 
beneficial eddys in the airstream. Sec 
sketch “RB”. 


= 
Appliance Tester 


By R. B. Hein 

We have found the diagrammed 
circuit very convenient for testing ap 
pliances. One and two are Bryant No 
5121 combination receptacles and p: 
lot lights. Number | is re-wired to 
put the pilot lamp in series wit! 
the receptacles, the bulls-eye being re 
moved so that the brilliancy of the 
lamp can be closely observed. A mo 
mentary contact push-buttom switc! 
is wired in parallel with the lamp 

Plug in a suspected iron. If the 
pilot lights watch it and push an 
release the momentary switch. It th 
appliance is shorted there will be d 
ference in brilliancy. We also have 
pair of electric iron terminals moun 
ed on the surface of the test pane 
and these are short-circuited. Whe 
testing cords only it is simply neces 
sary to plug them into the above r 
ceptacle and the other end over thy 
provided terminals. The pilot wi 
immediately show whether or not th: 
cord is O.K. and shaking the cor 
will aid in locating broken spots w 
der the braid. We also have an 1» 
sulated pair of test prods similar + 
those used in radio work except tha 
the connecting end has a regular cor 
plug cap, making the outlet usable « 
a continuity teste: 

Number two is used just as it 
purchased except for the fact that 
300-watt heater element is connect: 
in series with one side of the line an 
is provided with a short-circuiti); 
switch of the single pole off-on toggi 
variety. With the switch on the re; 
ular 110 volt supply is supplied 1 
the appliance under test. With t! 
switch off the extra resistance 1s 
series and with an appliance plugg: 
into the receptacle the light wil! » 
very much dimmer. Sometimes app! 
ances will show open circuit detect: 
only under load and can theretore | 
plugged into receptacle two with th: 
external resistance in series and th 
cord moved around. If the lamp flick 
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ers to full brilliancy it shows up trou- 
ble. We also use this device to cut 
‘down the voltage on our soldering 
iron when it is on for long periods. 


Drill Press Refaces Shafts 


By Theodore 1. Glou 

In most shops handling refrigera- 
tion service a lathe is not part of the 
equipment. However, a drill press is 
usually on hand and this tool can be 
made to handle some of the functions 
of a lathe. 

We have, for example, been refac- 
ing shafts in our drill press by putting 
a pivot at the lower end of the shaft 
as shown in the photograph, the pin 
passing through a small hole drilled 
in a piece of strap-iron bolted to the 
drill press base to serve as the bearing 
and holding the upper, threaded end 
of the shaft in the chuck. By using 
the high speeds the shaft can be re- 
volved fast enough so that the ordi- 
nary carborundum stone (we use No. 
146) held by a guide does the trick. 

The guide is made of strap-iron, 
the stone being held in slots. The ver- 
tical brace to which the guide is at- 
tached is also slotted and the guide 
may thus be raised or lowered simply 
by loosening the two bolts seen in the 
picture, adjusting for height and 
then tightening them up again. 

The usual operation takes about 10 
minutes. When an old shaft is refaced 
in this manner it cannot be told from 
a new one. While it is still in the 
press a piece of fine emery cloth is 
held to any parts which may be dis- 
colored and this imparts a high polish 





Installing and Servicing 
Drink Coolers 


By Charles T. Brasfield, Jr. 

At the present time there is very 
little detailed service information 
available on the subject of self-con 
tained bottled beverage coolers. The 
natural result has been that more 
than average difficulty is experienced 
in getting these machines properly ad- 
justed. New dealers particularly are 
bothered. 

The gas charge is very small and 
extremely critical in such machines, 
only about 2 pounds on the average, 
and the evaporator (cooling coil) is 
also small. At the end of the cooling 
coil there is generally a small accumu 
lator but the entire cooling unit, coil 
and accumulator, is smaller than the 
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Sell stokers — most rapidly growing busi- 
ness today. Everybody wants automatic 
heat. Fits in wonderfully with selling 
seasons for other equipment. Keep 
sales organization busy all the year. 


Add big profits from stoker sales. 


Sell the Anchor KOLSTOKER — the 
stoker sensation of the year. Most com- 
plete line —22 sizes and models meet- 
ing requirements of 94% of all heating 
plents in use. Prospects easily sold on 
price, appearance, easy operation, 
economy, and performance. 


al 
lO Years Ahead 
of the Field” 
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ANCHOR 
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Wide-awake electrical dealers are grabbing profitable Anchor franchises. Territory 
being rapidly assigned. Don't overlook tremendous opportunity if territory open. 
Developed by heating engineers, the Anchor KOLSTOKER has behind it 70 years 
of experience in producing quality heating equipment. Best engineered stoker on the 
market. Outstanding in all features of stoker superiority. Easily installed any heat- 
ing or power plant now in service. Dealers and users everywhere attest claims. 





Anchor KOLSTOKER will maintain your reputation for quality equipment, bring 
you profitable stoker business. Greatest installation range (burning capacities 20 to 
2200 pounds per hour) offers biggest opportunity for sales and profits. Complete 
helps for distributors, dealers, and salesmen. Write, phone, or wire 





Don't handicap yourself with an incomplete or interior stoker line. Don't lose 
sales you ought to make. Make sure of big sales and profits which America ‘: 
finest automatic coal burner brings. Send coupon — now 


RESIDENCE MODEL 


Cabinet Type 


Seven sizes — Numbers 20, 30, 50, 75 
100, 150 and 200. Maximum coal-burning 
capacities 20 to 200 pounds per hou: 


r- 


Anchor Stove and Range Co., Inc EM. 354 


, | New Albany, Indians 


| Please send full information about Anchor KOLSTOKER 
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| 
! 





INDUSTRIAL MODEL | | from the standpoint of Distributor Desier o 
Heavy-Duty, Worm Feed. Side-Durnp or Dead Plates y Selewmer 
ANCHOR - DAYTON Dead-Piate Type. four sizes, Numbers 275, D.P.; 35( NAMI 
H D R T D.P.; 500 D.P.; and 650 D.P. Maximum coal-burning 
eavy Uuty— Kam lype capacities 275 to 650 pounds per hour '| COnPANY 
Eight sizes—Numbers 566, 567, 606, 607, 666, 667 Side-Dump Type, three sizes, Numbers 350 S.D.: 500 
706 and 707. Maximum coal-burning capacities 650 S.D.; and 650 $.D. Makimum foal-burning capac . 
to 2,200 pounds per hour ties 350 to 650 pounds per hour CITY STATE 


ANCHOR STOVE and RANGE CON Ts 


Naketholale i 70 Years of 


Knowing How 


New Albany. 
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A TRAY FULL 






“COLD FACTS” 
Ne. 2 


Flexible Rubber Trays 
and Grids help pay the 
cost of “cold canvass- 
ing.” INSIST thal all 
models of the refriger- 
ator you sell come 
factory-equipped. Write 
to your manufacturer or 
direct to us. The Inland 
Manufacturing Co., 
Dayton, Ohio. 


OF TRICKS! 


Prospect: Sorry. but we already have an aufomatic 
retrigerator. 

Salesman: Then. at leasi you'll be interested in our 
flexible rubber freezing trays. 

Prospect: Indeed I AM. We've been talking abou! 
them. I'll take TWO. 


Flexible Rubber Trays and Grids 


ARE NOW STANDARD EQUIPMENT ON 90 


OF AUTOMATIC REFRIGERATORS 





TO REFRIGERATOR DEALERS H SHEPaAR!) 





How To CONVINCE 
REFRIGERATOR PROSPECTS 


CONVINCE your next doubting prospect 
and get his name on the order! Do it with 
a Practical chart showing your refrigera 
tor’s performance. Prove your story and 
overcome his doubts. Dealers have found 
that prospects believe Practical Instru- 
ment charts. 


There are 9 ways these charts 
can be used in selling prospects 


The use of Practical Recording Ther- 
mometers and Motor Operation Record- 
ers has been proved most effective in ac- 
tual sales work. Every dealer needs at 
least one for show room selling, and cold 
turkey solicitation. 


Price: Thermometer $18, Motor Re- 
corder $21, F.o.b. Chicago, including ink, 
charts and carrying case. 


Free: Complete information. No sales- 
man will call. Get illustrated description, 
temperature ranges, terms, special 15-day 
trial offer. Ask your distributor about 
Practical instruments. Or write to us now, 
without obligation. You owe it to your 


business to find out all about Practical 
instruments. 


PRACTICAL INSTRUMENT COMPANY 





Dept. 416, 2717 N. Ashland, Chicago 


OF ALL AMERICAN MAKES 
AND MANY FOREIGN MAKES 
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Here’s A-LIFT” 
FOR MORE 


PROFITS 


The Shepard HomeLIFT 
solves the problem of hun- 
dreds in your territory who 
find stair-climbing difficult. 
\ surprisingly low - priced 
home elevator. Operates eco- 
nomieally from the light sock- 
et. Simple. Safe. Fully auto- 
matic. Beautiful cabs of gen- 
uine walnut. 

Broaden your market. 
(pen a new avenue of profit. 
Send for our dealer propo 
sition. 


Shepard Elevater Co. 
Mig. of Shepard Ball Rearing Ele. ator- 


2413 Colerain Ave.. Cincinnati, O. 
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Suction , Liquid pressure valve 


— _ Accumulator 
Frost line limits for best 
/ operation 






Cooling coils i in yi 


= 


average domestic refrigerator cooling 
unit. 

Unless the principle of operation is 
clearly understood and the back pres- 
sure readings carefully analyzed, a 
great deal of trouble may be experi- 
enced when placing the machines in 
service and adjusting the gas charge 
when this proves necessary. Experi- 
ence has shown that by following a 
few simple rules a great deal of grief 
can be avoided. 

A rough diagram of a typical sys- 
tem is reproduced herewith. 

In general beverage coolers should 
preferably be started up and given a 
24 hour “run in” in the local ware- 
house or shop before delivery. This 
serves two main purposes: first, it 
gives you a chance to get out all pos- 
sible kinks and, second, it enables you 
to deliver the unit ready to handle 
the customers cold drinks at once 
without resorting to ice at the start. 

When starting up a cooler always 
remember : 

1. Place only enough water in the 
tank to just barely cover the top of 
the cooling coil. The reason for this 
is that the machine will cool this 
amount down near freezing in a few 
hours whereas a large amount might 
require 24 hours for initial cool-down. 
No final adjustments can be made 
until the water is cold. 

2. Place your gauges, open the 
valves and start up the unit in the 
usual way. Watch the gauges, partic- 
ularly the back-pressure gauge. At the 
start with normal temperature tap 
water over the coil the back-pressure 
will be high. This is natural. If the 
back-pressure gauge begins dropping 
fast and passes through zero and down 
to a deep vacuum then you may be 
pretty sure that the gas charge is 
short and not enough to lift the float. 
Of course the float or the liquid pres- 
sure valve may be stuck closed. but 
the chances are that this is not the 
case. 


3. As the water temperature drops 











WE 





(over a period of hours) the back- 
pressure will correspondingly drop. 
Normal back-pressure limits for SO: 
systems are: Cut in at 9% lbs. and 
cut out at 1% lbs. After the water 
is cold the average back-pressure will 
be around 2 or 3 Ibs. The setting of 
the temperature control will of course 
determine the limits. 

4. A final check cannot be made on 
the gas charge until the water over 
the coils is just about freezing. Un- 
der these conditions, with the back- 
pressure averaging about 2 or 3 lbs., 
the. frost (iced on the cooling coil 
should cover the entire length of the 
coil up to about one turn of the suc- 
tion line end near the accumulator. 
If the bottom part of the accumulator 
frosts and the top does not this indi- 
cates almost a perfect gas charge. The 
frost line should not extend down the 
suction line past the accumulator. An 
excessive gas charge is indicated by a 
frosted or dripping suction line in 
the machine compartment or a cool 
or cold compressor crankcase. 

5. When adding gas or purging off 
gas take it easy, don’t hurry. Give it 
a shot or two and then wait consid- 
erable time to see what happens to 
the frost line. Remember that until 
the water temperature responds to a 
change your frost line doesn’t mean 
anything. This means a time lag that 
cannot be eliminated. Don’t add any 
more or purge off any more gas until 
you are sure of the effect of the last 
shot. 

In cases where it is necessary to 
start up a beverage cooler on the 
customer’s premises secure 50 Ibs. of 
ice, crush it and place it in the water 
around the cooling coils. This imme- 
diately drops the water temperature 
to about freezing and you can make 
final check of the gas charge and gen- 
eral operation of the cooler in a total 
time of about | hour, instead of wait- 
ing for the condensing unit to bring 
down the water temperature. In this 
case, when you are sure ev ing 
is O.K. you can raise the water level 
to normal, leaving the ice in the tank, 
and the customer can use the equip- 
ment at once. 

Under no circumstances should 2 
beverage cooler be placed in use, filled 
with ordinary tapwater, with 
warm drinks, started up and left. It 
might take two or three days for the 
condensing unit to pull the tempera- 
ture down under these conditions, and 
you would have no idea whether the 
charge was correct or not. 


‘Pay For THESE 


Since ELECTRICAL MERCHANDISING introduced this” 
Service Section in January many readers have expressed _ 
interest. “Keep up the good work,” they write. 


Thanks for the encouragement. We sincerely appre- 
ciate it. But may we suggest that more of you “say it 
with copy.” WO © yer Ee ee, ae 
practical repair experiences. ; 

We pay for all accepted items, of course. And they 
Beet bg, Mavany wonte of ent, Wel sg stunner spent 
sary. That's what the Editor is for. 


Shoot your suggestions along to: ELECTRICAL MER 
CHANDISING, 330 West 42nd St, New York City. 
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New Service Tool? 
Reader J. P. Kennedy says 
our January data on met 
of detecting refrigerant leaks 
was swell, facetiously suggests 
still another method. on, a 
canary near the suspected poin 
he writes, “and if ot bind 
passes out that’s the spot!” 











MAKES and MODELS 


APEX SPINNER (Wash. ) Oi 
in motor clutch pul 


onsen Remove bronze part of pulley 
from motor shaft and clean both this 
shaft and the iron shoe with gasoline. 
Re-assemble in reverse order, also 
check tension on belt. Do not lubri- 
cate motor bearings. 


BEE-VAC (Sweep.) Spring 
holding rear ball-bearing race in place 
forces into inner ring, pushing ball- 
race out of place. Result is strain on 
motor, cutting into armature spindle, 
brush wear at the corners and tearing 
or unsoldering of leads from armature 
segement ..... Enlarge the circle 
of the tension spring or put a large 
fibre washer between the ball-race and 


the tension spring. 


BLACKSTONE E, F. (Wash.) 


Grease drips from machine 


EASY (Wash.) Wringer rolls 
revolve continually in one direction 
-ehie Catch on eccentric cam worn. 
Replace entire cam. 


MAYTAG (Wash.) Reverse 


a Trouble usually due to 
worn wringer reverse shaft. Some- 


times it is cracked. Replace. 





SEND FOR 
BOOKLET 














The G-E 
Type KH 
Motor for 

Modern 
Washers 

HELPS YOU 
SELL 


SIMPLY REMOVED 





QUICKLY REPLACED 


“HOW QUIETI—now I 
can hear everything that’s 
going on upstairs!” 





Because it is so quiet, a G-E motor belps 
WIDEN THE CIRCLE OF WASHDAY 
HEARING — another reason why it belps 
you sell. 


GENERAL 


No Time Wasted — No Carting 
the Washer Back to the Shop 


F for any reason you should find it necessary to remove tem- 

potarily this General Electric motor—for example, in case a 
customer has moved from an alternating-current to a direct-cur- 
rent district—it can be removed and replaced quickly and easily 
simply by loosening two screws. No longer is it necessary for 
you to cart a washer back to your shop to make the change— 
and your customer's washer is out of service a few minutes only, 
instead of hours or days. 
Because all G-E 1/4,-hp. motors for washers (25-, 50-, 60-cycle, 
and direct-current) mount in the same space and in the same 
cradle, they save you time and money. Also, they simplify your 
stocking problem, just as they have simplified construction and 
production for the washing-machine manufacturer. 
SIMPLIFIED ASSEMBLY is one of many superior features of- 
fered you by these fine motors. LIFETIME LUBRICATION is 
another—no customer of yours whose washer is G-E motorized 
will ever have to add a drop of oil to the motor. QUIETNESS 
is another—quietness that comes from balanced design, durable 
rubber mountings, one-piece cast-aluminum rotors, and other 
factors. These, plus the G-E monogram—trecognized in millions 
of homes as a mark of quality — WILL HELP YOU SELL. 
General Electric, Schenectady, N. Y. 


070-85 
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Mother and I want to see 
the new Hotpoint retriger- 
ator they're talking about 


We've looked at other re- 
frigerators but we KNOW 
from long experience 
that a Hotpoint product 
will give good service 


We've been using Hot- 
point appliances in our 
family going on 30 years 





And they're so good 
looking and have so 
many of the extra con- 
veniences | like! 


HoH. POINT refrigerato: dealers have a tremendous 


advantage over most competition. 42% of the 


wired homes in America already have one or more 


Hotpoint appliances. The name is favorably known by 


women everywhere as typical of dependable quality 


and economical long-life service in all things electrical. 


No wonder the new Hotpoint refrigerator won instant 


public acceptance and has become a demand article. No 
wonder production schedules have had to be quadru- 
pled in 12 short months! Already this year dealer's sales 
are well ahead of the same, period in 1934—evidence 
of the growing popularity of the new Hotpoint. Here 


is the refrigerator franchise that will pay the BIG 


dividends in 1935! Write or wire for details. Hotpoint 


Refrigerator Division, Specialty Appliance Sales 
Department, Section EM4, Nela Park, Cleveland, Ohio. 
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I never saw anything last 
as long as our Hotpoint iron 
and toaster, and they're 
still just as good as new! 


... thank you for the order, 
Mrs. Brown. I will make 
delivery tomorrow...(to 
himself)...that makes the 
fifth one this week— 
I'm in the money now! 





QUICK FACTS 


About the New 1935 Line 
of Hotpoint Refrigerators 


@ Models and sizes for every 
kitchen, every income. Prices 
start at $77.50 f.0.b. for the Hot- 
point Thriftype model — with 
all steel cabinet and hermetical- 
ly sealed-in-steel mechanism. 


@ Single door models in all sizes, 
with porcelain or Glyptal- 
baked enamel exteriors, stain- 
less-steel freezing chambers 
and all the latest convenience 
features. 


@ Big deluxe 2-door models 
offering the last word in 
modern refrigeration. 


_ 
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anything in addition to drugs. Ma- 
horney went the rest of them one 
better advertising three years to pay 
on Crosley, Leonard and Norge re- 
frigerators. Mace-Ryer is using the 
white space in their refrigerator cuts 
{> run messages. 

The New England 
Store ran a removal 
Minneapolis sale, featuring wash- 
ee Hoover 

cleaners . . . Day- 

ton’s have a home 
advisor to supply feedbox info on such 
things as Norge refrigerators. Boutells 
is going after meter business on Frigi- 
daire. Warner Hardware saw fit to 
advertise the $94.50, $112.50 and 
$169.50 Crosley refrigerators . . 
Dayton’s quote the months highest re- 
frigerator price, $530 for a GE 
Northern States Power Company is 
seeking water heating business on a 
Ic rate, also Eureka cleaner volume. 
Incidentally the utility is going to 
town with Hotpoint and Monarch 
ranges, using posed photographs as il- 
lustrations. 





Arthur Brandt has 
come a long way in 
dolling up his adver- 
tising. $20 trade-in 
allowance and $1 
down for delivery 
was the gist of his Easy washer space. 
Arthur R. Lindburg is putting over 
the “porcelain inside and out” story 
on the Westinghouse refrigerator at 
$179.50. Lamment’s gave space to the 
FHA idea, boosting the 5% loan plan. 
Meter ice is their meat. Three years 
to pay is their theme song. Scruggs- 
Vandervoort - Barney tossed in two 
portable tubs with an Apex washer at 
$49.50. Franklin Furniture Company 
offered to pay three months electric 
bill (max. $2.50) with the purchase 
of a washer. Scruggs - Vandervoort - 
Barney run a small postage stamp re- 
minder, “electricity is cheap in St. 
Louis.” Norge dealers went “the 
whole hog” and advertised “No 
meters, no collectors, no down pay- 
ment” in a tie-up with the Federal 
Housing Act. Home owners alone, of 
course, are eligible. Union Electric 
Light & Power Co. “paged the lady” 
who wants to make better use of her 
refrigerator, occasion being a special 
demonstration. Famous-Barr Co. went 
to bat for a $199.50 Westinghouse, 
7.5 cu.ft., 5 year guarantee. The copy 
stood out among the price whittlers. 
The town greeted 





St. Louis 





the visit of William 
Omaha C. Grunow with 
pages of advertising, 





boosting his refriger- 

ator. Liggetts show- 
ed what the drug store is thinking 
about in the appliance line by adver- 
tising Sandwich toasters, 98c, alarm 
clocks, $1.95, percolators, $1.39, curl- 
ing iron, 49c, 6 Ib. flat iron, $1.29, 
mixer, $1.59, and heating pad, $2.29. 
Brandeis used this headline on their 
GE refrigerator space, “Thousands 
of women will sigh for them.” Omaha 
Appliance Co. and Super Service Sta- 
tion are making hay on the Delco- 
Heat Oil burner. Electric Housekeep- 
ing Inc. pulled a smart one in invit- 
ing women to attend a radio broad- 
cast . . . built, incidentally around 


APRIL, 1935—ELECTRICAL MERCHANDISING 





ne 
ay 
“4 


he 


nd 
h- 


er 
y- 
ne 
ch 
IIs 


gi- 
nd 


re- 











_ GE. retrigerator. The World-Her- 
id ran a tie-up with appliance shops 
nots ‘Refrigerator mystery message” 
wtest. In various dealer advertise- 
nents ice cubes appear, bearing a num- 
vr and letter. Plan is to fit them 
nto the World-Herald bulletin board 
‘o reveal the hidden message. Nebras- 
ka Power Co. lent a Hotpoint range 
+o Sears tor a cooking school. Inci- 
lentally, Nebraska Power Company 
vd a finger on a real idea with its 
sband-wife conversation, “we ought 
-o have an electric refrigerator—food 
yrices. are soaring.” Speed (Queen 
vashers were demonstrated in Or- 
hard & Wilhelm’'s Kitchen College. 
3. Williams, the voice of experi- 
nce (26 years) hitched up with Hor- 
‘xperience (63 years) ... Sav- 
ws on food up to $11 a month was 
the theme ot a Norge adv. Smart pro- 
yotion was the Norge-Hotel Paxton 
Cooking school publicized in a whole 
ection by the World-Herald, and 
rving in a lot of food used in the 
how. Eleanor King conducted. Union 
Outfitting gave lineage to the Water- 
natic Washer, a mystery proposition 
‘ro the public. Brandeis had an apricot 
ewspaper section of its own, inciden- 
rally carrying Easy washer copy. 
fureka rebuilt cleaners were offered 
it $19.85 by Union Outfitting. 


\Vrite a short 50 
word essay on “why 
Vilwaukee | like to shop at 
(jimbels” and you 
zet a shot at a $100 
Voss washer, grand 
ize. Significant, isn't it, that a de- 
vartment store with a_ houseful of 
nerchandise turned to an appliance as 
the most desirable premium? Sears is 
starting to advertise in Milwaukee, 
iearly as heavily as in St. Louis. Visi- 
tors in Milwaukee are driving out to 
ee a model home, furnished by down- 
‘town stores. Admission, 35c. One hun- 
lred seventeen hours of electric time 
or le was the astonishing headline 
it an Electric Company adv. . .. who 
ilso gave a demonstration on torte, pie 
rust making and pastry work with its 
‘lectric ranges. Ballon conversations 
vas Schaefer's contribution of the 
nonth with GE refrigerators. Ische 
sros. offered a $1 ring mold and two 
ackages of Jello to every man and 
vite attending: evening (jrunow re- 
rigerator demonstrations. Seidel Bros. 
sed kitchen towels as premiums with 
\utomatic washers. The Electric Co. 
eld an electric roaster and casserole 
lemonstration, newest and latest of 
wking devices . . . Some of their 
mart copy: “The answer to the eter- 
ial question, what shall we have for 
inch ? Waffles.”” Westinghouse sprung 
lever idea, working in the names of 
lerb Konen ot the Noll Piano Co., 
ldie Trispel of Savadil Hardware, 
sill Balliet of Jones Appliance, Ed 
videl ot Seidel Bros., Herb Wegner 
t KW Home Appliance, Ray Korn- 
ot |. Kornely Hardware, Al Per- 
zo ot Perego Corp., Joe Schoeben of 
aston Store, Bob Lllian of Ilhan 
lardware, Elmer Aft of Leiby Elec- 
\l Kunzelmann ot Kunzelmann- 
sser and Rollie Barbour ot Wiscon- 
1 Sales. 
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The Goal: 


ONE MILLION 


Less than a year ago Electrical Testing 
Laboratories and the Illuminating En- 
gineering Society were cooperating in 
making a model of a new ty _ 


table lamp and in writing spec 
to cover the construction and sale 


ance of such a lamp. 
A few months later a half dozen man- 


ufacturers were turning out I-E-S lamps 
—then a dozen—then 


cation tags have already been supplied 
—an example of sound fundamental re- 
search developing a sound piece of mer- 
chandise resulting in sound business 
wherein maker, dealer and customer 
profit. 


400,000 
E] taGs TO DATE 


2 ry = ¢ 


Thert, ceght years on the seviwe of the industry 
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With the creation of @ sepa- 

rate air conditioning depart- 

ment, Kelvinator Corporation 

appointed J. K. Kwighton, 
manager. 


Conlon Sales Manager 

Charles H. (“Chick”) Callies is 
back on the old job, high-spotting 
key accounts all over the country as 
sales manager on Conlon ironers and 
washers. 

Bell ringing achievement of his 
career was helping build up $10,000,- 
000 in orders for the Temple Radio 
Corporation in three months -time 
from scratch back in 1929. Then came 
the stock market crash. Next Charley 
was at the steering wheel of the sales 
department of the Conlon Corpora- 
tion. Then in the fall of 1932 he blos- 
somed forth again in the advertising 
agency business, where he says they 
no longer appreciated his talents—at 
least did not pay him enough for the 
talent which he claims to possess. 


Westinghouse 

The appointment of C. H. Guy 
as Utility Supervisor of the Refrig- 
eration Department has been announc- 
ed by P. Y. Danley, Manager of the 
Refrigeration ‘Department, Westing- 
house Electric and Manufacturing 
Company. Guy will assume his duties 
with refrigeration headquarters at 
Mansfield at once. 

Guy's en will be the 
promotion and development of refrig- 
eration business through public utili- 
ties throughout the United States. He 
has had several years’ experience in 
sales work for electric appliances, and 
in addition, has. had considerable suc- 
cess in pubilc utility contact work on 





C. H. Guy has been appointed 

utility supervisor of the 

Westinghouse Refrigeration 
Department. 


Servel comes Paus 
newly-created vice 


From 

Jones, 

president of Fairbanks-Morse 
Heme Appliances. 


electric refrigeration. 

Previous to his work with public 
utility interests Guy held several re- 
sponsible positions building sales or- 
ganizations in Pittsburgh and Boston 
for electrical merchandising. 


_  Kelvimator 

Appointment of Mr. J. K. Knigh- 
ton as manager of the air conditioning 
sales department of Kelvinator Cor- 
poration, has been made by Mr. J. 
A. Harlan, manager of the commer- 
cial division. 

Well known throughout the elec- 
tric refrigeration industry through a 
number of years of special field work, 
Mr. Knighton is y as 
known in the air conditioning field, 
where his work has brought him in 
close contact with air conditioning 
ea and their merchandising prob- 


Fairbanks-Morse 
If W. Paul Jones, new vice presi- 


dent at Fairbanks-Morse, Chicago, 
oe gee See 
ing you a can pos- 
sibly him aa a the 
idea from ian Joe Cook, 





After a whirl at the agency 
business, Charles H. Callies 
is back om the job as sales 
manager fer the Conlon 
Corporation. 





After 90 Years...) 
Estate Still 
Sticks to its Story 


By Frank B. Rae, Jr. 


More than fourscore 
years ago, when 
Estate salesmen in 
sideburns were sell- 
ing cook stoves to 
ladies in hoop skirts, 
a lot of emphasis 
was put on the su- 

ior baki hi 
ties of Estate’s oven. 
Today, Estate Elec- 
tric Range salesmen are bearing down 
the same No. | selling point. Estate no 
only sticks to its story, but PROVES it 


Balanced Oven Heat and Singie-Dia! Con- 

trol — exclusive with Estate — are respon- 

sible for a really superior job of baking. 
rs = 


This is no place to be going into a lot d 
technical details. Besides, what goes inw 
an Estate Electric Range is not nearly » 
important as what comes out of it. 


Estate asks you to let one of its represen- 
tatives tell you both sides of the Esta 
Electric Range story — what goes in ani 
what comes out. 


Jest say when, and an Estate man wil 
come hurrying in your direction — with: 
trunkful of evidence. 





No. B-1564 ESTATE. A big, hand- 
some table-top Estate, with big-range ca 
pacity and convenience, at a remarkably 
low price. Estate BALANCED, ‘Single 
Dial-Controlied Oven. 1600-Watt broiler. 


vans- | Four High-Speed top units. 
ville, neighbor and friend of Mr. 
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ESTATE 


Electric Ranges 


Made by THE ESTATE STOVE CO. 





HAMILTON, OHIO 
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The GIBSON Magic Freez’r Shelf is one of the most 
important factors in the rapid success of the GIBSON 
models for 1935. 


The new models have exceptional “eye appeal.” 
They have every convenience feature which has been 
found of practical value. From top to bottom, there 


is an important sales feature on every shelf. 


But it is really the Magic Freez’r Shelf which has 
fired the imagination of Dealers and Salesmen. More 
than any other single feature the Magic Freez’r Shelf 
has caused many prospects to B-U-Y. 


You should be making some of those sales. 


GIBSO 


GIBSON ELECTRIC REFRIGERATOR 


GENERAL SALES OFFICE 
201 N. Wells Building 
CHICAGO, 


EASTERN DIVISION OFFICE 
33 W. 42nd STREET 
NEW YORK, N. Y. 








“U-y! 


The GIBSON Magic 
Freez’r Shelf is not an ex- 
periment. It has been tested 
under the most exacting con- 






ditions. It permits faster freezing 
because all trays are im contact 
with the freezing coil. There is 
more storage room inside, be- 
cause a more scientific distribu- 
tion of space is possible, across 
the, entire width of the cabinet. 


To LE ro 
$254.22 


WITH ONLY 


MODELS 


GIBSON covers 


THE VOLUME FIELD 








CORPORATION 


HOME OFFICE 
and FACTORIES 
GREENVILLE, MICHIGAN 
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is 


AM season 


coming fast. The tog 


user wants plenty speed. 


a 
ALCOA:-ALUMINUM 


SEARCHLIGHT SECTION 





SALESMEN WANTED 


Electrical Contractors 


Saleamen can make $50.00 week as side line selling 
repair parts on commission. Every dealer stocks. Lion 
Electric Appliance Corp Valparaiso, Ind 


BUSINESS OPPORTUNITY 


Cameron Vacuum Cleaner Bag Co 


First Real Offer Takes Complete “‘set-up"’! This sp 
clalty was fully described in Electrical Merchandixing 
issue of November, 1934. It's latest departure in (leaner 
Kags! Cannot clog; improves machine operation 1004 
J Wire, Phone, Write! 
218 W. Kinzie St., Chicago, IIL 


Not necessary to remove to empty 
The Vaporizing (o., 


WANTED 


Washing Machines Wanted 
Will buy stock of discontinued models or surplus 
stock, large or small lots. W. 543 Electrical Merchan- 
dising, 330 West 42nd Street. New York City 





In our 2 complete fan 
lines — COOL SPOT 








SERVICES 


PARTS ino 
ACCESSORIES 


UNDISPLAYED RATE: $1.00 per line per insertion. Minimum charge $4.00. (First line 
in small black face type). Fractions of a line count as a line. Discount of 10% if full pay 
ment 1 made in advance tor 4 consecutive insertions of undisplayed ad 

DISPLAYED RATE: 1 inch—$12.00; 4 inches—$11.50 per in.; 8 inches—$11.00 per in 
12 wnches—$10.50 per in. (An advertising inch 1s measured vertically on one column. Ther 

















are 4 columns — 48 inches to a page 

BAGS | WASHING MACHINE PARTS 

Replacement Dust Bags For Vacuum Cleaners Biue Bird Washing Machine Parts 
Made from highest quality twill in a choice of colors Rolls for all makes of wringer. Belts for all mak: 
and equipped with Instand Fastener, OHIO VA‘ : * “Thy 
BAGS will please your customers. Expert stenciling washing methine. and clectrical pump. All par 
Write for sample and prices. Ohio Textile Spee Co Vaile-Kimes pumps David L. Stanze, PO) Bos 
3440 W. Sith St. Cleveland, Ob | Dep 4 









We have what you need for 
pairing and installing all type « 
domestic and commercial refrive 
ation equipment Our store 

compicts Our service i speed 
and accurate. We are as near yo 
a your telephone. Send busine 
card o letterhead for 
rate bree 


our elal 
cataly 


WHOLESALE ONLY 


- EQUIPMENT FOR YOUR PROTECTION 
UTILITIES ENGINEERING SALES CO. 


Telephone: DELaware 5350 410 N. Wells St., Chicago 


IMMEDIATE 
SERVICE 



















Send for Hew No.109 


dhe HARRY ALTER CO. 


1726 S.MICHIGAN AVE. CHICAGO, ILL.USA 


8000 ITEMS FOR ALL MAKES 


DOMESTIC COMMERCIAL AIR CONDITIONING 











ROLLS—Cost No More 





SERVALL CO., 4409 Seyburn Ave., Detroit, Mich. 








Dealers & Repairmen-— Send for 64 Page 
ay weer = PARTS CATALOG 
SCULLY-JONES & CO. 


1905 S$. Rockwell St. 
CHICAGO, iLL. 


Ps ——) 
















DISTRIBUTORS WANTED 
for 
MORRILL ELECTRIC VACUUM CLEANER 
Enclosed filter type. High Vacuum 
Four models. Many outstanding sell 
ing points 
Write for propomtion 


20 churn ate Row Pon k. y 


and SIGNAL this year 
you'll find numbers to 
meet all customers’ re- 


ib. 


quirements for sizes 





and prices. If you 


ARMATURE 
REWINDING 


Write for prices and catalog 
We Stock Vacuum Cleaner Parts 
WILLMAN ELECTRIC 


2554 Sturtevant, Detroit, Michigan } 


New Advertisements 
must be received by the 24ch of the month 
to appear in the issue out the following 

month | 

Address copy to the Departmental 

Advertising Staff } 
Electrical Merchandisi 


330 West 42nd &., New York City 
















haven’t our 1935 fan 


if You Need a Trained | 
Refrigeration Man— 


@call on this FREE Placement Bureau. 


eA the graduates of this school we hate 
trai and competent shop mechanics, and 
efficient installation and service men avail- 
able in almost every locality. Many already 
have practical working experience 

®Save time, trouble and money by patroniz- 
ing this service when adding to your force 
or making a replacement. No charge to you 
of to prospective employee. Write, ‘phone 
or wire for quick, courteous efficient service. 


presentation, send now 


for it. 


Signal Electric Mtg. Co. 


Menominee, Michigan 


Utilities Engineering Institute 
Placement Division 
404 N. Wells & 

















Chicago, Ill. 
3 us J 


aon, MAKE NEW PROFITS 


A new fiat-iron replacemen' 
element which is entirely e! 
cased in copper, eliminatins 


Find what you are look- | | 
ing for? If this or other 
advertising in this issue | | 


does not supply the infor- 





P 


e mation wanted, of parts, 


services and accessories, 
write 


Pat. Pend. 
Write for cata! 


log showing complete line 
SHERIDAN ELECTRO UNITS CORP. 
3243 So. State St., Chicage, Mi. 


Electrical Merchandising 
330 W. 42nd St., New York, N. Y. 











|| VOGUE COPPER-CLAD UNITS | 





saben 7 CN 
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DEALER 


Literature 
from the 


| Manufacturers 


New leaflets, booklets, etc. recently issued by manufacturers are 

listed below. If you are interested in certain of them, circle the 

key number on the coupon below and we'll forward your request 
to the manufacturer, at no cost to you. 


REPLACEMENT UNITS for all che 
chief standard makes of ranges are 
illustrated and described, complete 
with specifications and prices, in a 
pamphlet issued by Electromaster. 
No. 1 


OIL BURNERS and their advantages 
are described in a booklet issued by 
Cleveland Steel Products on their 
“Toridheet”’ line. No. 2. 


FANS designed to really circutate the 
air in a room are illustrated in many 
styles by Guth in their recent book- 
let. No. 3. 


MOTOR GENERATORS that many 
an appliance dealer can find oppor- 
tunity to sell for rural use, and light- 
ing and radio hook-ups are shown in 
the Weco Manufacturing Co.'s leaf- 
let. No. 4. 


LAMPS of the new Cape Cod type 
are illustrated by Gregg in a sheet for 
binding with your catalog. No. 5. 


AIR CONDITIONER that’s portable 
and can be installed merely by plug- 
ging into a wall outlet is described 
by York. It's No. 6. 


FANS of several -_ made by Pro- 
pellair are described in their mailing 
piece. No. 7 


TOP BURNERS are something new 
for the dealer who sells ranges and 
fange units, and you'll find them 
completely described with specifica- 
tions and prices in the new booklet of 
Edwin L. Wiegand. No. 8 


TELAIRE is a humidity and tempera- 
ture indicator which you will find de. 
scribed in The Muter Company's leaf- 
let. No. 9 


RANGES—You'll probably be able 
to think of lots of customers who 
ought to be receiving Electromaster's 
4-page sheet done in rotogravure 
when you see it. No. 10 


LAMPS—lots of them—all of them 
of the Pin-It-Up type in many pleas 
ing designs are most attractively i! 
lustrated and described in a booklet 
issued by the Railley Corp. No. 11. 


RANGES made by Standard Elec- 
tric Stove are described and most of 
the questions about electric cooking 


are answered in a broadside just is- 
sued. No. 12 


‘VENTILATING FANS spell sum- 
mer comfort for many a kitchen, and 
General Electric puts out a window- 
display broadside on theirs. No. 13. 


WATER PUMPS—If you have cus- 
tomers who are in che market for water 
systems of various kinds, you will be 
interested in the catalog issued by 
Goulds Pumps. No. 14 


HEATING DEVICES — You will 
learn from a recent large sheet in 
color what General Electric are plan- 
ning to do for Hotpoint dealers, and 
you will also see what the new Hot- 
point line looks like. No. 15 


REFRIGERATORS made by Fair 
banks - Morse are shown in a large 
broadside which will answer many 
questions on the sales features offered 
in their Conservadors. No. 16 


COAL STOKERS are being sold now 
by more and more a dealers 
If you are interested in Link Belt's 
literature send for No. 17 


WASHERS & IRONERS — If you 
would like to get a good idea-of the 
Westinghouse washing machine, its 
features and its parts—send for their 
literature. No. 18 


BELLS, CHIMES, etc. suitable for the 
modern home are shown with prices 
and specifications in the new catalog 
of Edwards & Co. No. 19 





CIRCLE NUMBERS. 


CLIP . . AND MAIL 


seeeeecee pudevidssateshessacdbbenadasace eeenee eeeeeece See eee ee eee eee eee 


ELECTRICAL MERCHANDISING 
330 West 42nd Street, New York, N. Y. 


lam sgn a circle around the num- 
bers I'd like to get copies of. 


SIGNED 
COMPANY 


STREET ADDRESS 


ELECTRICAL MERCHANDISING—APRIL, 


1 2 3 4 5 6 7 8 


TITLE 


CITY STATE 


1935 





Onrushing... 


coming your way 


This new, big-future specialty 
. Automatic Coal Heat! 


Tus 1s a call co LEADERS in specialty selling to get behind the out 
standing specialty of today and TOMORROW -COMBUSTIONEER 


Aucomatic coal heat 1s coming. Rolling like an avalanche. Gather 
ing force. People want it. They want coal economy, coal comtor: 
coal dependability. But they want it AUTOMATICALLY, witt 
finger-touch temperature control. And they have it in Combustionce: 

. plus a saving of as much as one-half co two-thirds of the cost of 
gas or oil. Combustioncer burns low-priced sizes of bituminous coa 
The market? 3 out of 5 homes, apartments, office buildings, any plant 
up to 300 boiler h. p. Prices, competitive. The profit? Long 
plenty long! Enough to justify intensive selling effort. Reputation 
National—and nationally advertised. One of the oldest concerns 11 
the domestic field—and a product with features of unquestioned merit 
One is the Breathing Fuel Bed.—the new © Lung Power’ idea. Burn: 
the smoke and the gas. Cuts fuel costs beyond belie! 


And the proposition? You'll be more than interested when you hea! 
it. You'll be enthusiastic. A big proposition for big men. Say 
“Show me’ 


COMBUSTIONEER, INC., Springfield, Ohio 
Makers of 


COMBUSTIONEER 


FURNASTOKER 


The automatic coal burner with the breathing fuel bed 


. and we'll show you. Write, wire, telephone 


‘ 


COMBUSTIONEER, INC 
Springfield, Ohio 
Please explain your propositior 


Name of Company 
Address 
Name of Individual! 


Title 








PAGE 71 














The first duty 








It costs you no more fo 


specify ““Nichrome’’ ‘V 


—then you have the ut- 
most in quality in the 
heating elements .. . 
the appliance SELLS 
and STAYS sold. 







“Nichrome 
Five 
Keeps 
Heaters 
4 li ‘” 


DRIVER-HARRIS COMPANY 


Harrison, N. J. 
* Trade Mark Reg. U.S. Pat. OF. 
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STATISTICAL 


A DIGEST OF FIGURES 


BAROMETER 


INDICATING THE 


PROGRESS OF ELECTRICAL APPLIANCE SALES 


compiled by Marguerite E. Cook 
Market Analysis Department 
Electrical Merchandising 


ELECTRIC WASHING MACHINES 


Official estimates of the American Wash- 
ing Machine Manufacturers Association in- 
dicate a 3.3% increase in sales of electric 
washers in the combined months of Janu- 
ary and February 1935 as compared with 
the same two months of 1934. Below is a 
summary of January and February 1935 
sales, as well as a comparative figure for 
February 1934: 

FEBRUARY 1935 ...... 99,246 washers 
February 1934 .......... 97 829 washers 
January 1935... . $0,143 washers 

It is further evident from reports of the 
Association that 35.2% of the electric wash- 
ers sold in the first two months of 1935 
yielded an average retail price of “less than 
$50.00.” 39.4% retailed at from $50.00 to 
$69.99, while 25.4% retailed at $70.00 or 
above. The following detailed figures 
breaking down electric washer sales by 
price groups have been prepared from re- 
leases of the Association: 


Electric Washing Machines 
Average U = 


Retail 
Price Jan.- Feb: 1935 
Retailing 
below $50.00 $44.31 63,267 
$50.00 to $69.99 62.76 70,667 
$70.00 and over 95.76 45,455 


Total, January-February 1935 
$64.62 179, 389 
Saturation, January 1935 — 9%,439,600 
homes, or 46.0% of total wired homes. 


GAS ENGINE 
WASHING MACHINES 


An increase of 56.4% in sales of gas en- 
gine washers for the months of January- 
February 1935 as compared with January- 
February 1934 was seen in releases of the 
American Washing Machine Manufactur- 
ers Association. Following are sales of gas 
engine washers in January and February 
1935, as well as a comparison of sales of 
February 1934: 


FEB. 1935 . 13,578 gas engine washers 
February 1934 . 87 63 gas engine washers 
January 1935 ... 9,959 gas engine washers 


The following breakdown of sales of gas 
engine washers, by price classification, for 
the months of January-February 1935 has 
been prepared from releases of the Amer- 
ican Washing Machine Manufacturers As- 
sociation : 

Gas Engine Washing Machines 

Average — 

Retail 
Price Jan.- Feb. 1935 
Retailing at 
$50.00 to $69.99 $58.58 4,748 
$70.00 and over 95.66 18,7389 
Total, January-February 1935 

$83.13 23,537 


WATER HEATERS 


Sales reported to the National Electrical 
Manufacturers Association by 10 water 
heater manufacturers, as compared with 11 
manufacturers last year, indicate an in- 
crease of 58.5% in January-February 1935 
over January-February 1934. Given below 
are sales for the first two months of 1935, 
including a comparative figure for Feb- 
ruary 1934: 


FEBRUARY 1935 . .2,700 units valued® at 


$129,362 

February 1934 ...... 1 O51 units, valued at 
$55,348 

ee GPS as cacncwas 2,384 units valued at 
$106,209 


*Manufacturers’, not retail, value. 

These figures represent sales of storage 
water heaters, side-arm and auxiliary heat- 
ers, and accessories and parts. 


IRONING MACHINES 


Ironing machine sales in the first two 
months of 1935 exceeded sales of the same 


ing 
February 1935, together with a comparison 
of sales in February 1934: 


FEBRUARY 1935 ........ 10,021 ironers 
February 1934 ............ 9 688 ironers 
DEE wiadennss tutan 8,031 ironers 


According to further compilations of the 
Association, it will be seen from the follow- 
ing sales figures that 82.1% of the ironers 
sold in the first two months of this year 
were table models, while .9% were portable 
ironers, and 17.0% were wringer-post 
models : 


Irening Machines 
Average Units-Sold 
Retail - 


mn 
Price Jan.-Feb. 1935 
Table Models—Retailing 


below $50.00 $43.27 3,812 
$50.00 to $69.99 63.18 5,416 
$70.00 and over 92.19 5,587 

Portable (without 
legs or cover) $90.24 160 
Wringer Post Type $23.19 3,077 

Total, January-February 1935. 

$61.38 18,052 


Saturation, January 1935—905,262 homes, 
or 4.4% of total wired homes. 


REFRIGERATORS 


Based on sales of refrigerator manufac- 
turers, as reported to the National Electrical 
Manufacturers Association, the Edison 
Electric Institute estimates total industry 
sales of domestic refrigerators at 176.7% 
higher in January 1935 than January 1934: 
ft ee 97,421 units 
"er 35,212 units 

Saturation, January 1935 — 6,020,000 
homes, or 29.3% of total wired homes. 


RANGES 

Based on sales reported to the National 
Electrical Manufacturers Association by its 
11 member companies, electric range sales 
in the first two months of 1935 showed an 
increase of 91.8% over the same period of 
1934: 
FEBRUARY 1935,. 


February 1934 ... 


. 11,013 ranges, val.® at 


16,846 
. 5,575 ranges, — al 


January 1935 .... 6,606 ranges, valued at 
$452,400 
*Manufacturers’, not retail, value. 
Saturation, January 1935 — 1,255,750 
homes, or 6.1% of total wired homes. 


VACUUM CLEANERS 

The Vacuum Cleaner Manufacturers As- 
sociation reports an increase of 37.1% in 
sales of floor-type vacuum cleaners for the 
first two months of 1935 as compared with 
the same months of 1934. Hand- -type clean- 
ers are up 55.8% for the same 
FEBRUARY 1935. .75,582 floor » onal & 
22,872 hand cleaners 
. $4,000 floor cleaners & 

11,908 hand cleaners 
. 60,180 floor cleaners & 
18,744 hand cleaners 

Saturation, January 1935 — 9,380,299 
homes, or 48.1% of total wired homes. 


OIL BURNERS 

Sales of household electric oi} burners in 
January 1935 showed an increase of 46.3% 
over January 1934, according to figures 
reported to the Bureau of Census, Depart- 
ment of Commerce, by 160 manufacturers: 
BPE won vices 3,089 shipped in U.S. 
January 1934 ...... 2,112 shipped in US. 

Saturation, January a homes, 
or 4.1% of total wired homes. 


February 1934 . 


January 1935 . 
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NATIONAL 
ADVERTISING DRIVE 
STARTS IN APRIL 
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of 90% of Your Wired ture 
Homes 


Service 
— Name of Your 


$8.95 RETAIL 
(Less $1 trade-in allowance) 
Other Proctor Automatics as low as $5.95 


PROCTOR 


THE 10-POINT PROCTOR PLAN 


7. Sales-clinchin 
Counter Folders a 
Forceful Mail Litera- 


8. Dramatic Visual In- 
struction 





The 
PROCTOR 


TEST-PROVED 


60% FASTER 
IRON STORY 


MEANS siccer iron prorits FOR YOu! 


IS month starts an aggres- 
sive national advertising cam- 
paign ... telling the 18,000,000 
American women, now handi- 
capped by inefficient electric irons, 
that the Proctor Snap-stand Speed 
Iron has been tested by the Elec- 
trical Testing Laboratoriesof N.Y. 
and proved 60% faster! 

This advanced Proctor iron has 
created for you an immediate new 
market of 90% of the wired homes 
im your area...the whole pic- 
ture of iron merchandising has 
changed! The Proctor ean become 
one of your best volume builders. 


In addition, it returns a sub- 





stantially higher profit per sale 


than the average for electric irons. 

We have put heavy promotional 
artillery in action to help you 
get at this greatly enlarged iron 
market! In addition to an ag- 
gressive advertising drive in the 
Big 3 of National Magazines, we 
are ready to provide you with 
extensive promotional material 
carefully adapted to your type 
of store. 

Alert merchandisers are quick- 
ly recognizing the profit possibil- 
ities under this new set-up. _ 

To cash in—order from your 
jobber, or write to Proctor & 
Sehwartz Electric Company, 7th 
St. and Tabor Road, Philadelphia. 








TRADE-IN 


tive Plan 
5.N Mats Fea- 10. Compel 
turing 41 Trade-in Poneto’ 
6. Attractive Store Win- forAnyType 
dow 4 Counter Displays 








Our advertising will tell your custom- 
ers that we will allow $1 for their old 
iron when traded in through your 
store for a new Proctor. 














PROCTOR 
stared. 
SPEED IRON 


ALSO AUTOMATIC TOASTERS AND WAFFLERS 


for bigger profits! 

















WHERE DOES THE 
DEALER COME IN? 


Factors of health, gomfort, convenience and 
profit make the appeal of air conditioning so 
wide that there is not a man, woman or child 
beyond its range. In fact, air conditioning 
bids fair to revolutionize modern living, to 
equal in public acceptance the electric light, 
the radio, the electric refrigerator. Just what 
is the dealer's place in this picture? 


WHAT KELVINATOR THINKS 


Kelvinator believes that the dealer will 
ultimately be built just as solidly into the air 
conditioning picture as into that of any of the 
other electrical appliances which have been 
so extensively merchandised in past years. 
But there is a difference. 


It is not likely that the degree of standard- 
ization reached in ranges, washers, refrigera- 
tors and the like can ever be achieved in air 
conditioning. Every air conditioning job pre- 
sents a peculiar situation which only a careful 
engineering survey can solve. Only in this 
way can equipment be sold intelligently. 


PROTECTION FOR THE DEALER 


Kelvinator’s careful engineering proced- 
ure will be the dealer's protection against 
come-back. For in every instance the equip- 
ment selected will do exactly the job called 
for under the circumstances. 


No customer 
will be buying more equipment than he needs, 
and no customer will be coming back claim- 








ing that he is unable to get the 
result that had been promised. 


Further protection to the dealer 
lies in Kelvinator’s experience of 
more than 20 years in handling 
problems involving control of tem- 
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Special 












perature and in Kelvinator’s carefully engi- 
neered and extensive line of air conditioning 
equipment. 


THE LOW INVENTORY ANGLE 


The dealer will actually stand to profit 
greatly from Kelvinator’s method of proced- 
ure. Since a preliminary engineering survey 
means that the customer is sold not a piece of 
merchandise out of stock but an assembly of 
units designed to accomplish a given result, 
the dealer will not be required to carry a heavy 
inventory of such units but a mere sampling. 


1 DEALER IN 100 


Naturally only the most alert 
merchandisers among dealers are 
going to do a first-rate job in the 
air conditioning field because its 
problems are more complex than 

















those met in ordinary appliance 











ice Cream Cabinets 
Milk Cooling 


»p cialists in 
Since 1914 ( 


Air Conditioning 
Household Refrigeration 
Automat Heating 


Water Cooling 
Truck Refrigeration 


selling. But to those dealers who 
do qualify, Kelvinator has seen to 
it in advance that the Kelvinator air 
conditioning franchise is an asset 
of great proportions. From deal- 
ers who believe in their ability to 
handle this tremendous prospec- 
tive business Kelvinator will be 


Cooling 








glad to consider applications. 


KELVINATO RA. Conddlioning 


KELVINATOR CORPORATION, 14250 Plymouth Road, Detroit, Mich. Factories also in London, Ont., and London, Eng. 








